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Look who's |) 1/0 in America! 


BABY...KING OF AMERICAN ROYALTY 


What a business J started when I was 
born! Uncle Sam gave Dad a $600 
tax exemption. Aunts, uncles, relatives 
and friends started buying me gifts 
galore. Doctors and druggists, nurses, 
milkmen, hospitals, all got a share. 

I boosted business in Baby food, bassinets, 
bottles, bonnets and blankets; powders 
and pillows, crackers and cradles, 

sox, scales, soap, sterilizers; diapers, 
rattles, baby oil and orange juice. 

Dad bought cigars and insurance; 
Mom an alarm clock and an exten- 
sion telephone . . . I'm moving up 

to shoes, strollers, play pens and 
picture books. You name it—I'’m going 
to need it! Already I’ve run up $2,000 
in expenditures. Multiply that by four 
million new babies a year, and it 
adds up to a whopping Eight Billion 
Dollar all new market! Every year! 


No wonder they think I’m the King! 


baby shoes 


POTVIN SHOE COMPANY, BROCKTON, MASS. 











“Our customers think in terms 
when they specify NEOPRENE 








of longer wear 
soles” 


MR. NORMAN C. WHITSETT, 
General Manager, 

HY-TEST SAFETY SHOES, 
Division, International 


Shoe Company, St. Louis, Mo. 


Two things are sure when it comes to the 
makers of HY-TEST safety shoes. They know 
work and safety shoes (they ve been making 
them for 25 years). And they know what 
their customers like (they've been keeping 
them happy with neoprene soles since 1937). 
Just to prove the point. HY-TEST can recount 
one experience after another attesting to neo- 
prene’s oil resistance, its anti-slip character- 
istics. its heat and abrasion resistance. and 


every other quality that adds up to long wear. 


One company. for example. used to expect 
only three to six months of service from work- 
mens footwear. Now. since switching to 
neoprene soles, this company gets more than 
a year's service from footwear. Another com- 
pany found that the slipping hazard in its 
plant practically disappeared after using a 
special neoprene air cushion sole and heel. 
Still another company. now using a neoprene 
sole and heel for their conductive qualities. 
calls them “just the thing wherever an explo- 


sive hazard exists.” 


These are all powerful reasons for using 
neoprene soles and heels. but in the final 
analysis. its the longer wear that HY-TEST 
customers like. No wonder neoprene soles 
are so well accepted. You'll find them an asset 
on all types of work and safety shoes. E. I. 
du Pont de Nemours & Co. (Ine.). Elastome: 


Chemicals Dept... Wilmington 98, Delaware. 


REG. VU. 5. pat. OFF. 


NEOPRENE 


Better Things for Better Living 
... through Chemistry 
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#9022 Store’s cost 
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Why try to explain away crazy high prices on rubber foot- 
wear? Show your customers new “‘totes’’ and make the sale 
satisfy your customers. Pure gum rubber with the look, the heft 
and the feel that sells. Fit beautifully. Go on easily. Guar- 
anteed to wear. Only 5 sizes fit 6 to big 3. Ad mats free. 
Don't be disappointed. Order from your jobber or write: 
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NEWS. 


Pulling Over Machine 


; United’s new WG/C Pulling Over Machine — Model B offers 
Easier to run ease of operation, complete flexibility of adjustment and op- 
portunity for correction. 
Better quality and The overhead positioning of the shoe has been eliminated. The 
higher production machine is operated from a comfortable standing position. The 
new design provides closer timing between pincer-release, wipe, 
Reversing mechanism and tack drive to produce tighter pulled shoes. 
permits repositioning You will find your operators producing better work because 
after inspection they are not as tired. You will find it easier to break in new 
operators. 
Contact your United office for delivery schedules and terms. 


United 


SHOE MACHINERY CORPORATION |S 


Boston, Massachusetts 
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LEVOR 


COLORS 
ARE IN 

HIGH FASHION 
GEAR 


ws 


. POLE — whites 


6 LVR ACO mC GLOVERSWIULE # 
TAMERS SINCE 1878 


GLOVE LEATHER. 


"tT 


NO OTHER TANNERY IN AMERICA 
SERVES SO MANY FASHION 
TRADES. LEVOR COLORS ARE 
CO-ORDINATES IN EVERY SENSE. 


BOOTH 75 at the LEATHER SHOW. 
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...for tuff jobs! 
No. 1000 


an all-new Engineer Boot for men. 


Lighter-weight, more comfortable to work 
in all day long, every day! More wear, 
more flexibility thru fine supple retan 
upper leathers with Votan Bend soles .. . 
or top-grade Neoprene cord soles and 
heels. Oak insoles, leather heel bases. 
Black or Natural. 

“D" and “EE"’ widths 

6% thru 12, and 13. COSTTO YOU... 





GENUINE 
NEOPRENE 
SOLE AND HEEL 


.. for ruff play! 


Every ruff-and-tumble youngster is a potential customer! 











No. 9250... for boys 


Acme’'s all-new Engineer boot with 


No. 9100... for boys 


An Acme Engineer boot made of 
soft, pliable, chrome tanned Elk. 
The built-in comfort and ruggedness 
parents demand! Goodyear Welt 
construction Long wearing heels 
and soles are patterned to resist 
skidding. In Black Elk. ‘'B’’ and 


the big, broad, roomy toe and 
Logger heel so popular with young 
builders! Water and acid resistant 
Qil Retan foot and top. Long 
wearing but flexible patterned sole 
and heel. Made over o perfect 


“D" widths. fitting last for a comfortable, 
j fe roomy fit. “'B’ and ''D"’ widths 
COST TO YOU... | > in Black of Natural 


8% they 3... $4.20 4 COST TO YOU 


3% they 6... $5.35 e 8% thru 3 $4.75 
3% thru 6 $5.95 


Al 


ACME BOOT COMPANY, Inc “eB RSS 


5 Clarksville, Tennessee 
RBOL> s ffle a as ALSO MAKERS OF COWBOY BOOTS, WELLINGTONS, 
tee brand of ditlindlion tn boots OUT-OF-DOORS BOOTS AND PARADE MAJORETTES 
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They're Tovrific! 


EBY SHOE CORPORATION ¢ EPHRATA, PENNSYLVANIA 


New York Sales Office: 463 Marbridge Bidg. 
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More famous names now have 
that Airfoot feeling! 


KUPID by 


Tin roe 


Roberts, Johnson and Rand 
Division of International Shoe C 


High-heel sling pump of 
tweed — or soft, unlined 
textured leather 


THE PRIDE by 


And each of these sales-winners is pillowed with A1rFoot ¢ 
—the foam rubber shoe cushioning that has never let any- A 1] 
= Yack [MM t 


one down! 
Friedman Shelby 
Division of International St 





HOW INTERNATIONAL CUSHIONS BETTER 


WITHOUT ADDING BULK: Crushed kid tie with 


span he — specially 
The superior compression and ‘‘comeback" ratio | d lining 
cu ’ 
of AIRFOOT achieves more comfort in less space 
2 applications really cushion without 


compromise of style 











OTHER IMPORTANT AIRFOOT ADVANTAGES: 
LIGHTER-FOR-DENSITY—yet thinnest layer stands up! 
CONTROLLED AERATION —“breathes” without forming 

weak spots 

JINVARYING SUPPORT~—instant comeback for life of shoe! 
PROVED QUALITY—years in development, years in use. 
NOTE TO SHOE MANUFACTURERS. For samples and 
application information contact, Goodyear, Foam Products 
Division, Akron 16, Ohio. 


MADE ONLY BY 


C.. 
ae i 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSH 





Airfoot—T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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507% more wear from every sole 


wih ARMATAN oS 


La Sas 
Armour’s new resin-impregnation 


process puts 50% more wear into a _— 


oak sole leather... doubles pity | 
(SAS 

water resistance. And being | | 

\ \ 

leather, Armatan keeps its shape... | 

won't curl or stretch as soles made 

of substitute materials often do. 

Try Armatan. It’s another 

example of the new ideas 


being created today 


by Armour Leather. 


Sm. ARMOUR LEATHER COMPANY 


426 West Randolph Street * Chicago 6, Illinois 
210 South Street * Boston 11, Massachusetts 
2 Jacob Street * New York 38, N. Y. 





-.- Service! 
oe 


WE AIM 
TO PLEASE 





“Too many retailers have not really examined the 
reasons for the impact of discount houses on their 
business,” says John J. McCarthy. consultant to 
General Electric Company. 


-“There is too great a tendency to attribute the dis 
count houses’ success to PRICE.” he continues. 
“Hence, the mad rush to get on the bandwagon oi 
low-mark-ons, with the inevitable result of low 
profits and business failures. 


~Actually, there is little the retailer can do to attract 


hack to his store the kind of customer who is irre- You’re oft to a head start 


sistibly attracted by low price. 





with 5 styles to sell! 
“There is a whale of a lot the retailer can do to 


? reEEn ’e P| j 
attract back to his store the customer he has lost by Get ’em young and keep ’em growing 
default. This is the customer who still appreciates with 5 styles in Originals and Juniors 
and wants delivery. credit. display, attention. wide | 1: 1 . 

for Creepers, First-Steppers and 


selections, packaging. interest. friendliness. help. ad- 
vice, instruction and merchandise information! Graduate Walkers. You have more to 


“In a word, he wants recognition as an individual | sell with Jumping Jacks in the grow- 
with individualized problems. This he cannot get ing baby market! 

from the discount house with its stripped-down ser- | 

vices and barn-like atmosphere! 


“You may ask: ‘Then why does he go there?’ 


“He goes there because he sees no reason why he 
should pay more money in the retailer’s store for the 
same shabby conveyor line service he receives from 
the cut-rate house. 


“The attentions that the great bulk of customers 
want, look for and cannot obtain are too often denied 
them in the conventional store simply because too 
many conventional stores are desperately trying to 
imitate the discount house .. . failing to remember 


that they are not catering to the same markets.” NATIONALLY ADVERTISED... in 
MY BABY ¢ TODAY'S HEALTH 
——. YOUR NEW BABY ¢ BABY TALK 
VAISEY-BRISTOL SHOE CO. 


Publisher 
Monett, Mo. 


Boor aNnp SHog Recorver 
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Keep your eyes on 
| Wellingtons 


Look for 


ls a this half-page 
pga advertisement 


A fine advertising 
schedule to accelerate 
Acme Wellington sales 
even faster. You'll 

see these ads in Esquire, 
True, and Argosy. 


AY | 
__ and the smarte 
of these 


are 


A dozen styles to 
choose from .-- 
$10.95 to $16.95 








... Wellin 


A sensational sales record in its 
first full year of marketing— 
hitting new high peaks in 1958. 
Many styles to cover all needs— 
with new ones all the time—like 
the four new styles shown here ... 


1060 ... for men 


New ‘'Flat Top'’ Boot 
for campus! Cushioned 
cork heels and soles. 
Goodyear Welt. Wear 
‘em ‘‘round-the-clock’’. 
6'2 through 12, and 
is. Ss" and “D>” 
widths. 

Cost to you 


$6.50 


ONS 


9090 ... for men 


New ‘Patrol Boot’, 
with leg conforming 
12-inch top. Service- 
ability with protective 
comfort. Leather lined. 
Full-grain leather foot 
and top. 6' through 
12, and 13. ‘'B'' and 
“D"’ widths. 


Cost to you 


$12.00 








9060 ... for men 


New dressy stovepipe 
Ranch Wellington. 11- 
inch top with leather 
pullstraps. Selected 
Votan Bend soles. Un- 
lined leg that con- 
forms. 6'2 through 
12; ond 13; °S", 
“D"', and “E"’ widths. 


Cost to you 





9532... for boys 


and girls 
Styled in the West, 
worn everywhere! Au- 
thentic Ranch Wel 
lington last. Goodyear 
Welt. °'B' and ‘'D"' 
widths. 8'/2 through 3 


Costs you $4.75 


3 through 6 


Costs you $5.90 


SED the Orand of distinslion in boots 


iol .,| an -101eh Mote). 1 7-0) b An (om Of 01 4-07) | tS -) 2 Oe eC ee - eee a ee 


ALSO MAKERS or WELLINGTON S ouTrT-or-oooRrRes BpooTs. ENGINEER eooTts AND PARAOE ee ee oe | 
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Style No. 9110 


Style No. 860! 


OMFORT 


This season the accent is on style in 
Johnsonian Guide-Steps. 


Not that one bit of their wonderful comfort 

has been sacrificed .. .Johnsonian Guide-Steps 
will always be designed to fit the feet in action, 
thanks to the famous Guide-Step principle of 
shoe design based on hundreds of thousands 
of foot measurements. But now extra emphasis 
on up-to-the-minute styling makes them a 
selling combination that's hard to beat. 


You can see this fast-moving line by calling 
or writing Endicott Johnson Corporation in 
Endicott, N.Y. Johnsonian Guide-Steps are 
priced to retail profitably at $9.95 to $13.95 


2 Johingonian 


GUIDE-STEPS 


ENDICOTT JOHNSON 


-.-A Famous Family 
Name in Shoes 
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Editorial 





The Coming Hard Sell 


ETAILING continues to be one of the brighter 

spots in our slowly improving business picture. 

An advance Report on Retail Trade issued by the 
U. S. Department of Commerce, on June 10, shows that 
retail sales in May totaled $17.3 billion. On a seasonally 
and trading day adjusted basis. May retail sales were esti- 
mated at $16,534,400 or about 0.1 per cent higher than 
April. All retail sales were off 0.7 per cent from May 
1957. 

May was the second successive month to show im- 
provement in retail sales volume. Despite bad weather 
and rampant pessimism, there is ample evidence that 
consumer purchasing power held up very well during 
the critical April-May period. 

Simultaneously with its May Preliminary Report the 
Commerce Department issued its regular Report on 
April Retail Sales, which had been eagerly awaited for 
an accurate appraisal of Easter business. 

Shoe sales for the first three months of ’58 had been 
running ten per cent ahead of 1957, but declined in April 
to reduce the four month lead to five per cent. For the 
same period last year, shoes were up three per cent. Sales 
for all retail stores for the first four months of 1958 were 
on a par with those of 1957. By comparison, shoe stores 
are making a remarkably strong showing. 

The Department of Commerce Monthly Retail Trade 
Report shows figures for all retail stores by kinds of 
business with a special classification for multiunit stores. 
The report calls them “Group II Stores” and defines 
them as “those organizations which operated 11 or more 
retail stores in 1954.” Group I stores comprise all remain- 
ing retail stores. The sales figure for shoes combines 
Group I and II stores, but a separate sales figure is 
given for Group II stores. 
for the four 
month period reported by the Department of Commerce 


An examination of shoe sales volume 


reveals two very significant facts. 


Two Significant Facts 

The first is the remarkable strength which Group I 
stores are demonstrating this year. For the first four 
months, all shoe store sales have amounted to $651 
million, an increase of $30 million or 4.7 per cent over 
the same period last year. Group II stores accounted for 
$242 million with an increase of $3 
million or 1.3 per cent. This is a complete reversal of 
the spectacular performance which they turned in last 


of this volume 
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year. In the first four months of “57 Group II stores 
boosted their °56 figures by $23 million for a healthy 
9.7 per cent. In 757 all retail shoe stores showed a gain 
of $19 million for the first four months, or 3.1 per cent. 

Sales of all shoe stores were $10 million less for the 
month of April than they were for the same month in 
°57. Significantly April Group II shoe store sales were 
down from $92 million to $82 million. 

Why the Group II stores failed to keep pace with 
other shoe stores and why their sales pattern was so 
radically different from that of a year ago is difficult 
to understand, particularly in the light of the excellent 
figures which the major shoe chains have reported con- 
sistently this year. Over caution in buying would seem 


to be the obvious cause. 


Over Cautious Buying 


At any rate a comparison of the four month sales 
figures with National Shoe Manufacturers Association's 
estimate of production for the same period points an 
accusing finger directly at inventories. The gain of five 
per cent in retail sales is in sharpest contrast to NSMA’s 
estimated 4.8 per cent drop in January-April production. 

Both National Shoe 


Council have noted repeatedly that at both the manu- 


Manufacturers and the Tanners 
facturing and retail levels shoe inventories were not 
excessive at the start of the year and that hand-to-mouth 
buying would result in a serious loss of sales during the 
second quarter. 

Retail sales figures are an excellent indicator of busi- 
ness trends. May sales for all retail stores, on a sea- 
sonally and trading day adjusted basis, show an increase 
of 3 per cent over the March low. This may seem like a 
but 
certainly is a healthy one. 


small increase, under the existing conditions it 

There is some indication that soft goods, such as 
apparel and shoes, which have been leading the parade, 
are about to be challenged. May figures show that sales 
of soft goods increased 0.1 per cent over April. Sales 
of durable goods increased 0.2 per cent. 

Not in many years have we heard so much about the 
“hard sell” in retailing. Thus far we have seen very 
little of it in shoe business. The automobile industry is 
girding itself for the biggest promotional battle in its 
history to launch its °59 models. The coming struggle 
for the consumer’s dollar is going to be fast and furious. 


[CONTINUED ON PAGE 58] 
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they ask for Rain Dears... 
g ow In many instances there is a 


definite loss of prestige 
when a customer 


wt i asks for Rain Dears, 
rae and a substitute plastic 
1 rainboot is offered. 


C4 


ooeF" f 


a be a prestige winner. . 


give ten RM Dew. 
an —_ 7 ., INC. 
ee fe the national brand name 
plastic rainboot they ask for. 
be a sales winner, also. . 


with eat C7 ed. 
the largest selling 
plastic rainboots 
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NEW YORK 
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sve thom Zeaic Doone 


. tremendous point-of-sale : for counter 
promotion includes the following A] or window use 


RAIN DEARS E ehcsind 
SELF-SERVICE DISPLAYS 


highly attractive and tremendously 
productive display units. . 

very strong. . all 

welded construction. 


Shipped intact - completely assembled! 


2 DOZEN COUNTER DISPLAY 
complete with colorful sign 


6 DOZEN AISLE DISPLAY 

sells from both sides . . large easy rolling 
wheels make it extremely mobile. 
Displays colorful 2 sided sign. 


4 DOZEN 
WALL DISPLAY 
also has wheels 

but sells 

from one side 
as it is 


designed to 
stand against 
wall or 


Ba ae 
Sen & 


a : 
Maun & 


counter. 


4 DOZEN AISLE DISPLAY ¢ 
also sells from both sides 

.. complete with large wheels 
and attractive display sign. 


BE SURE TO GET IN ON THIS BIG PROMOTION, NOW! 


LUCKY SALES CO., inc. CHICAGO . . 2019 W Walnut Street .. CHesapeake 3-3329 
LOS ANGELES . . 941 East Third Street .. MAdison 5-2531 NEW YORK. . 47 West 34th Street . . PEnnsylvania 6-5955 
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CruloW 
steps to the front 
of the fashion stage 
with a graceful d’orsay 
pump decked with 


rosette bow, and 


23/8 aluminum heel 


#507 Flight Blue...” 


and all other Hubschman colours 


... by Erica Shoes, Inc. New York 12, N.Y. 


E. Hubschman @& Sons, Inc., Philadelphia 23 Fashion Office: Empire State Building, New York 1 
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May Output at 43.5 Million 
Pairs, 12% Below °57 Figure 

WASHINGTON, D. C.—In 
trast with early predictions, pro- 
duction of footwear in May totalled 
13.5 million pairs, 12 per cent fewer 
than the 49.3 million pairs produced 
in May of last year. It was 6 per 
cent below the 46.4 million pairs 
produced in April, 1958, the Bureau 
of the Census reported June 19. 

Men’s dress and play shoe pro- 
duction of 6 million pairs was 13 
per cent below the level of 6.9 mil- 
lion pairs for May, 1957, and 6 per 
cent lower than the 6.4 million pairs 
produced in April, 1958. 

Women’s dress and work 
production of 11.8 million pairs in 
May, 1958, represents a decrease of 
17 per cent and 13 per cent from the 
13.5 million pairs and the 13 million 
pairs made in May, 1957, and April, 
1958, respectively. 

Output of all other footwear in 
April, 1958, was 9 per cent less than 
in May, 1957, and 3 per cent less 
than in April, 1958. 

The National Shoe Manufacturers 
Association had estimated that May 
production would reach 50 million 
pairs, a record for the month. 

Normally May output shows a 
decline from April. 


con- 


shoe 


Are Calfskins ‘Surplus’? 
Supply Drops; U. S. Wonders 


WASHINGTON The 
ment is still trying to make up its 
mind whether or not calfskins are 
“surplus” products. 

These skins have been officially 
classed as “surplus” by the Depart- 
ment of Agriculture for more than 
a year. And, since the buyers for 
the foreign aid program (at the 
International Cooperation Adminis- 
tration) are obligated to give pref- 
erence to U.S. products designated 
‘surplus,” calfskins have gone 
up sharply in price as the limited 


govern- 


as ° 
supplies have declined. 

Taking the “surplus” label off the 
kins would, of course, let the steam 
out of the calfskin market, and 
permit prices to return to 
levels. 

Many officials believe the 
plus” tag should be removed at once. 
But they are not yet prepared to 
say so publicly. If the calfskin mar- 
ket continues to get tighter, they’ll 
be forced to act promptly. 


lower 


‘ 


‘sur- 
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Plastic Shoe Firm Moves into U. S. 


Utrilon Corp. to Produce One-Piece, Injection-Molded Casuals: 
Hopes to Sell 2 Million Pairs in American Market During 1959 


NEW YORK — With a full line 
of injection-molded plastic casual 
shoes for men, women and children. 
a new company will seek to bite orf 
one-third of 1 per cent of the U.S. 
shoe market in 1959. 

That would mean 2 million pairs. 
Officials of the Utrilon Corporation 
newly organized under Delaware 
laws, say their machines can each 
turn out two pairs a minute. 

The plastic shoes, molded in a 
single piece and described as long- 
to $5 re 


tail, depending on size and style. 


wearing, will sell at $2 


“Detailed plans for distribution 
have not been drawn up as _ vet,” 
said a “TrO 
start with, department stores wil! 
approached with the 
utilizing sales promotion and ad- 
vertising programs which will be 
submitted 
tising.”’ 

For the present at least, Utrilon 
will leave the dress shoe end of the 
others. It will, how- 
ever, manufacture ladies’ shoe plat- 
forms with a combination heel and 
sole, as well as plastic heels guar- 
anteed against breakage. 

Utrilon will sell the platform 
units to women’s shoe manufactur- 
ers, Who will add their own uppers 
in conventional materials such 
leather, silk, felt raffia 
perhaps synthetics. 


company spokesman. 


be idea of 


for cooperative adver- 


business to 


as 
and or 
Production by December 

to the 
spokesman, Utrilon plans to begin 


According company 

production in the United States by 
Plant 
yet been announced. The possibility 


December. location has not 
of producing in Puerto Rico for the 
U. S. market is 


tion. 


under considera 


In the meantime, the new com 
pany is importing plastic footwear 
from and Australia, and 
storing it in warehouses. It will be 
“tried out” in the U. S. market this 
summer in a sales testing program 

A full line of Utrilon footwear 
went display June 30 the 
Australian Trade Commission ex- 
hibit in the concourse of the 


London 


on in 


space 


at New York’ 


Company execu 


RCA Building 

Rockefeller Plaza. 
tives were present to explain styles 
prices and availability of merchan 
dise. The display will continue fo) 
about two months. 
The 


comes 


Company itsell 
Au 
production 
According to 
tech 
th 


com 


Utrilon 
to the U. S. 


where 


Via tralia 


and London, 
already underway. 


Utrilon, its manufacturing 
niques are a_refinement ot 


that 
molded plastic footwear in 


methods first produced 
pletely 
France four years ago. (Last vear 
19 million pairs of the original type 
sold in that 


were 


country. 


War 
Leonard Rae, of London and Syd 
and Stanley F. Reed 
exclusive rights to use of the basi 
Australia. 
Mr. 
Universal 


ID vpertence Helps 


ney, secured 
Duriny 
Austra- 
Injection 


machinery in 
World War II, 
lian company, 
Moulders, Pty. Ltd., had developed 
plastics as a substitute for alumi 
num in bullet core tips. The 
experience enabled the firm to im 
prove on the molding process, sim 
plifying and speeding the work. 
Since October, 1957, Utrilon foot 
been marketed 
Australia. 


Rae’s 


War 


wear has 
fully 


Rae 


SUCCESS 
Mr 
Lon 


in Recently 


and associates set up a 
No sooner had manu 
there the 


group turned toward the American 


don factory. 
facturing started than 
market. 

Serving as president of the U. 
Mr. Mr. 
is. executive vice-president, 
William O. Bruck, who has been a 
the Australian 
is vice-president, secretary and trea 
surer. H. Lide, ale 
executive for McCann-Erickson, Ine., 
advertising We 
house Electric Corporation, will bé 


corporation is Rae. Reed 


ana 
firm 


soclated with 


Jesse forme} 


agency, and ting 


sales director for Utrilon. Tempo 
rary headquarters are at 130 Ea 
o8th St., New York. 

The name Utrilon, M) 
plained, stands for his company’s 
on the basic 
vinvichloride formula first 

CONTINUED ON NEXT 


Rue ex 
improvement poly- 
used in 


PAGE 
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Plastic Shoe Manufacturer Moves into American Market 


CONTINUED FROM 
France to make the shoes. 


PAGE 17} 
The cor- 
poration owns world rights to the 
name. 

Utrilon Corporation, with initial 
capital of $600,000, is described as 
a holding company for other Utri- 
Un- 
would 
shares in Utrilon 
Nigeria, Mo- 
Tunisia, Pakistan, India, 
Thailand, Malaya, the Philippines, 
The Utrilon 

controls 


lon manufacturing industries. 


der plans just announced, it 


eventually own 


factories in Greece, 


rocco, 
and Germany. 

England 
marketing in 
South 


Japan 
compan in 
manufacturing and 


France, Switzerland and 
\frica 
Mi 


or entering the U. S. 


Rae said some of his reasons 
market, aside 
rom its magnitude, were what h« 
termed “the pronounced trend = in 
hoe retailing toward simplification 
of consumer service such as fitting 

vith the attendant toward 
elf-service by customers—and the 


vrowing popularity of casual foot- 


trend 


ear.” 
The 


molded 


the 


Rae 


which 
Mr. 
indestruct- 


material from 


hoes are made, 


claims “practically 


ble, never needs repairs and never 


needs a shoe shine. It may be 
cleaned with a damp cloth.” 

The shoes are made in one piece, 
without nailing or stitching, under 
Plastic is fed into a hop- 
per, liquefied and then fed into 
each mold. It takes about 15 sec- 
onds to make one shoe. 

Officials of Utrilon 
tress the economies of production 
and the “low cost and long life” of 


pressure. 


Corporation 


their product. 

Questioned about the comfort of 
the foot while wearing the plastic 
the company’s 
“Utrilon 
taining body temperature, molds it- 


spokesman 
when 


hoe, 
said, material, at- 
elf around the foot without press- 
ing and gives the feeling of utter 
comfort.” 

The 
article in a German shoe trade pub- 
lication which said in part about the 

“The 

de- 
bated a long time until exact tests 
the practical plastic 
footwear showed that the situation 
than in 
footwear. 


spokesman cited a recent 


wearing of plastic shoes, 


question of perspiration was 


and use of 
the case of 

More- 
over, perforated uppers were devel- 


is no different 
conventional 


’ 


oped for use in plastics.’ 


William O. Bruck, left, vice-president, secretary and treasurer, and Leonard Rae, 
president of Utrilon Corporation, display samples of the single-process molded 
plastic shoes which they plan to manufacture in the United States by year's end. 


Hosiery Fashion Executives 
Display Their Fall Styles 

NEW YORK—Timed to coincide 
with the industry’s Market Week, 
the showing of fall hosiery styles 
by Hosiery Fashion Executives was 
held recently on two 
Monday afternoons in the Empire 
State Building. 

The association’s 26 women mem- 
bers, representing leading branded 
lines, had arranged an effective dis- 
play of the individual interpreta- 

fall styles in each of the 
Right families were 
grouped boards: dark 
brown, russet and gold, reds, gray, 
black, blue, green, and gold. 

High rating was given the brown 
and russet families and wide inter- 
pretation to the grouping of color 
families. Under red, for instance, 
wine and purple were included with 
true reds and pinks. A few hosiery 

had included teal blue and 
high style house had a 
peacock shade. 

Forty-five full-length stockings in 
textured knits were featured in both 
sports types, with cable and other 
bulky stitches, and very sheer dressy 
jacquards. There was a wide range 
of colors in the sports types. The 
sheer were 
very attractive in dark colors. 

The committee for fall fashion 
showing included: Miss_ Betty 
Curry, chairman; Miss Mary Wood- 
man, Miss Adele Winner and Miss 
Kay Lee. 


successive 


tion of 
lines. color 


on display 


mills 


one rich 


jacquards considered 


Allied Products Show Head 
Cites Early Dates, Aug. 3-6 

NEW YORK-—In keeping with «a 
policy of earlier dates for the Allied 
Shoe Products Show, the forthcom- 
ing exhibit will be timed to suit 
shoe manufacturers’ requirements, 
according to Clarence E. Heyde, 
show manager. 

The show will be held in the New 
York Trade Show Building, August 
3-6. And those dates will give manu- 
facturers “important advance lead 
time,” said Mr. Heyde. 

“Lead time,” he explained, ‘is the 
time required by manufac- 
turers to do their advance shopping 
job and prepare their lines for pre- 
senting their seasonal samples.” 

According to Mr. Heyde, the show 
has already booked more exhibitors 
and exhibition for August 
than for any previous Allied Show. 


shoe 


space 
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Exhibitor Applications Ahead 
Of °57 at National Shoe Fair 


6 

NEW YORK— More than 600 
shoe manufacturers have applied 
for exhibit space at the Nationa) 
Shoe Fair, October 26-30 in Chi- 
cago. George E. Gayou, fair direc- 
tor, said the figure is well ahead 
of this time last year. 

At a meeting of the Shoe Fair 
executive committee in New York, 
Mr. Gayou said the increased reser- 
vations were an indication that the 
industry looks to 1959 as a record 
year for shoe sales, in spite of the 
present On the basis of 
hotel accommodation re- 
tailers’ interest is also increasing, 
he said. 

Four hotels will house the showing. 


recession. 
requests, 


Mrs. Billie Howard, president of Shoe 
Women Executives, Inc., which has been 
named to stage a style forecast pro- 
gram at the National Shoe Fair in Chi- 
cago following a luncheon October 28. 


Headlines 





16,000 Retailers to Join in Leather Industries’ Promotion 


NEW YORK—More than 50 lead- 
ing shoe manufacturers and 16,000 
retailers are participating with 
Leather Industries of America in its 
extensive fall advertising and pro- 
motion plan designed to boost sales 
of women’s, men’s and children’s 
shoes. 

This is the largest number of par- 
ticipants since LIA launched its plan 
for cooperative shoe advertising and 
promotion three seasons ago. 

Springboard for the promotions 
will be two-page, four-color LIA ad- 
vertisements in the September is- 
of magazine and 
Parents’ Magazine, and a four-page 
LIA section in the October issue of 


sues Seventeen 


squire. 

Specially designed merchandising 
packages containing 
displays, plus individualized promo- 
tion suggestions including window 
and interior layouts, ads, radio and 
TV fashion 
forecasts and other material, are be- 
ing prepared for promotion. 
LIA will provide the kits to partici- 
pating manufacturers for distribu- 
tion to their accounts. 

The advertising and sales promo- 
tion campaigns will be implemented 
by a nationwide publicity program 
geared to the individual promotions. 
Separate newspaper stories and TV 
shows will highlight women’s, men’s 
and children’s for back-to- 
school through Christmas. 


point-of-sale 


spots, news releases, 


each 


shoes 





NESLA Fights Tariff Cut on Cement-Process Shoes 


BOSTON A formal _ protest 
against a proposed cut in the import 
duty on shoes made by the cement 
process has been forwarded to the 
U. S. Tariff Commission by the 
New England Shoe and Leather As- 
sociation. 

NESLA, the signature of 
Maxwell Field, executive vice-pres- 
ident, urged that the current duty of 
20 per cent ad valorem be retained. 
Under consideration by the commis- 
sion is a proposal to reduce it to 15 
per cent. 

In framing its recommendation, 
NESLA included a definition of the 
term “cemented which 
was submitted to it by Richard C. 
Marcy, head of the Cement Shoe 
Department of the United Shoe 


over 


footwear” 
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Machinery Corporation. ‘Cemented 
footwear,” this definition 
“means any shoe, the sole of which 
is attached to the lasted upper, in- 
sole or welt principally by means of 
cement.” 

The protest 
ports of women’s 
averaged 25 per cent of total 
men’s shoe imports for the 
1955-1957; and that imports of the 
which totalled 290,809 pairs 
103,767 pairs last 


reads, 


points out that im- 


cemented shoes 
WO- 


years 


former, 
in 1956, 


year. 


reached 


NESLA also opposes the proposed 
decrease on “turn or turned” shoes 
Currently the duty on these is 17 
The commission proposes 


per cent. 


to reduce it to 5 per cent. 


Parents’ 
edito 


The advertisement in 
Magazine will consist of 
rial-type article by a leading 
specialist headed “Don’t Neglect 
Your Children’s Feet’”—in whicn 
the outlines the 
for growing feet. A matching page 
lists the logos and brand names oi 
the participating manufacturers, in 
cluding American Juniors; Curti 
Stephens-Embry; Eby; Five Star; 
Gilbert; Herbst; 
Shoe; Moran, and Simplex 

The ad in 
“9 A.M. To 9 
Modern Leather Take You 
There Beautifully.””. The shoe 
of 10 manufacturers—in 
styles for the time of the day 


an 


foot 


doctor best shoes 


International 

Flexie 
headed 

And 


Seventeen is 
P.M. 
Shoes 


Young 


varied 
are 
superimposed on a huge clock-face 
Tie-in promotion for the 
retailers will pick up the same clock 
theme. 
include 
lion; Dream Step; Golo; Jolene; 
Yaks; Mannequin; Petite Debs, 
Skooters. 

The October Esquire section will 
have the over-all theme, “You're At 
Leisure In Leather.” An 
tory page underscoring the new in 
men’s shoes for fall will be followed 


material 


Participating manufacturer 


Cobblers; Connies; Cotil 
Ki 


and 


introdue 


by three color pages—one each de 
voted to for 
and casual wear. Copy under each 
page will identify the shoes of each 


manufacturer. 


shoes dress, busines 


manufacturers in 
Allen- Edmonds; 
Gentlemen; Bostonian; Bristol: Cit: 
Club; 
Jarman; 
Portage; Rand; Stacy-Adams; FE. FE 
Taylor; Winthrop, and Yorktown 


Participating 
clude American 


Crosby Square; Freeman; 


Kingsway; Massagic; 
g : ¥ 


St. Louis ‘210’ Chapter Sets 
Golf Tourney, Outing July 15 
ST. LOUIS—The St. Louis Chap 
ter of The 210 Associates, national 
philanthropic 
a record turnout at 


foundation, expect 
its annual golt 
tournament, outing and 
July 15. Since 1954, 


has increased each year. 


banquet 
attendance 
Gene Frenzel and Stanley Ol 
shwanger, co-regional directors o! 
announced 
cheduled 


Count 


the local chapter, have 
that the event is again 
for the Norwood Hill 


Club, starting at 8 a.m 
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‘Sales People Are Want-Creators’: 


Clinic Emphasizes Role of Retailer 


ST. LOUIS—“Retailers are the 
most important people in any com- 
munity, because the community is 
built on the success or failure of its 
retail stores.” 

According to Arthur H. (Red) 
Motley, president of Parade Publi- 
cations, Inc., people buy what they 
want, whether or not they actually 
Speaking before Interna- 
tional Shoe Company’s retail sales 

St. 
gave 
on the 
selling 


need it. 


merchandising clinic in 
16, Mr. Motley 
shot-in-the-arm 
enthusiastic 


and 
Louis June 
shoemen a 
subject of 
methods. 
“Sales people are want-creators,” 
he stressed, and shoe retailers can 
wants through promotion, 
advertising and display. Retailers, 
the salesmanship expert contended, 
do not have to “wait for anyone.” 
They are not dependent on tax 
bills, government contracts and 
other extraneous stimuli. 
they can and_ should 
control their own selling climate 
by creating confidence, by talking 
success, by enthusiastic optimism 
toward their merchandise, by cor- 
rect and thorough personnel train- 
ing and by advertising. 


create 


Instead, 


Los Angeles Clinic Set 

International’s retail sales clinic, 
to be repeated in Los Angeles July 
6-8 with Kenneth McFarland 
featured speaker, included work- 
shop sessions on window and in- 
store displays, conducted by W. N. 
May, the company’s 
Merchants division; 
sions on sales training and man- 
development headed by 
Herpel, International’s 
management training; 
and workshop sessions on advertis- 
ing and sales promotion, with A. L. 
Johnson, advertising director, pre- 


as 


director of 
Service ses- 
agement 

George L. 
director of 


siding. 
Additional members 
management 


of Interna- 
tional’s group as- 
sisted. 

The clinic was well and enthusi- 
astically attended, reports from 
both shoe company spokesmen and 
visiting dealers showed. 

Highlight of the June 17 session 
was a shoe style show directed by 


20 


coordinator 
show cov- 
colors, 


Betty Mason, fashion 
for International. The 
ered apparel, accessories, 
fabrics and newsworthy shoe styles 
for the fall selling season. Fifty- 
eight pairs of men’s, women’s and 
children’s footwear were displayed 
by live models. 

The men’s fall showed 
three the pointed for 
dress, the squared-off point for ac- 
tive and the 
rounded toe for business wear. 


story 
toes, toe 
leisure, semi-brogue 
Al- 
though black continued to dominate 
men’s her- 
alded as likely to make definite in- 
particularly in Ivywood, a 
neutraled brown to worn with 
gray as well as with tawny tones. 


forecasts, browns were 
roads, 
be 


Continental Influence 

Men’s styling showed a carry- 
through of Continental and Italian 
influences, with refined detailing, 
softness, lightness and flexibility 
predominant. Even broguish types 
were light and soft. Slip-ons com- 
bining two textures in matching- 
colored leather were predicted for 
fall volume. 

Two fashion trends were cited 
as important in men’s apparel next 
fall. First, light ties will be worn 
extensively with dark-toned suits. 
Second, men’s dressy topcoats wil! 
sport an upper breast pocket de- 
signed to carry a folded handker- 
chief. 

The young set shoe fashions for 
both boys and girls played up the 
“just like mom’s” and “just like 
dad’s” influences. For little girls, 
pointed toes and squared-off points 
were shown along with tried-and- 
true rounded styles. T-straps, con- 
vertible swivel straps and pumps 
used bright linings, nylon satins, 
colored patents and small touches 
of grown-up sparkly decoration. 
One lightweight saddle oxford, 
black and white with black crepe 
sole, used the Shu-Lok fastener. 

Such fasteners were played up 
for little boys’ back-to-school pairs 
For dress wear, the Conti- 
nental influence with slimmer toe 
was forecast as important for boys 
next fall. 

Young 


’ 


also. 


models in the fashion 


show included some of the childrea 
of International executives. 

The “women’s page” of Interna- 
tional’s style show displayed The 
Now Look: the trapeze, the che- 
mise, the sheath and the blouson in 
ready-to wear; the pump, T-strap, 
instep strap and sling in pointed 
and modified-point toes; colored 
hosiery in profusion; head-to-toe 
blending of tones of one color; 
shorter skirts; and 14/8, 16/8, 18/8 
and 22/8 heel heights. 

Marjorie Wilten, who served as 
commentator for the fashion show, 
pointed out that “whenever skirts 
look shorter, men look 
This, she said, focuses extra atten- 
tion on shoes and should mean ex- 
tra-pair for retailers 
fall. 

For teenagers, she lauded the 
fact that everything that happens 
in fashion happens in flats. Severai 
pairs of dressy flats featuring 
sparkle decoration were shown, 
along with T-straps, eyelet ties, 
pumps and short boot-types. Toes 
on flats were pointed, modified- 
pointed and squared-off. 


longer.’ 


sales nex! 


Shoe Form Co. Strike Ends 
After 10 Months of Picketing 


AUBURN, N. Y.—A strike which 
resulted in more than 10 months of 
picketing at the Shoe Form Com- 
pany, Inc., here but failed to halt 
production, has ended. According to 
the company, the union, Local 1421 
of the Textile Workers of America, 
voted to call off the strike. 

The walkout began July 12, 1957, 
when 33 union members allegedly 
failed to report for work at the com- 
pany, which manufactures shoe and 
hosiery forms. Eight days later the 
firm discharged them. Throughout 
the strike the company operated with 
a new work force. A petition to de 
certify the union was filed with the 
National Labor Relations 
3uffalo in September, 1957. 


Joard at 


Meanwhile, the company reported, 
pickets remained at the plant from 
mid-July, 1957, until May 21 of this 
year, when they were withdrawn. On 
May 29 the NLRB directed an elec- 
tion but the union disclaimed inter- 
est in the employees who make up 
the present production unit. The 
board later ruled that the union is 
no longer the exclusive representa- 
tive of the employees in the unit 
involved. 
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THIS 
LOVELY 


VALENTINE 





— NEATLY 
TAILORED 
IN LAWRENCE 
DEVON 


CALF 


Heading for a long 
selling season is this 
Valentine pump with 
lowered heel and 
graceful lines, clipped 
with a brass button. 
The heart of this Val- 
entine is Lawrence 
Devon Calf — soft to 
the touch, light on the 
feet, it comes in rich 
colors found only in 
the finest leathers. 
A.C. Lawrence 
Leather Co., a division 
of Swift & Company (iInc.), 
Peabody, Mass. 


em DWrenc?e_ 


weVON CALF 


THE SETTER PART OF BETTER SHOES 
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‘Lalon 
— qu-Lok 


astener 


“Builds new markets)’ says m. sci F. amond, 


Sales Manager, National Shoe Company Division, Craddock-Terry Shoe Corp. 


“The Talon Shu-Lok fastener was first offered in our Bob Smart line of 
men’s shoes. Based on its outstanding sales performance in this line, 
we later incorporated it in a range of shoe styles in our American Boy 
line. 1 feel its most important assets are speed, comfort, and convenience 

genuine consumer benefits that build new markets for sales. With 
proper promotion and display support, we know we can count on con- 


tinued sales expansion, both from new business and repeat purchases.” 


snap 
° 
to close 





y 


“Gives extra measure of sales;}’ 


says Mr. W. M. Roberts, Jr., Sales Mgr., Billi 





Div., Craddock-Terry Shoe Corp. 


“Because of its obvious functional advantages, and the fact that both 
mothers and children recognize these advantages, we fitted certain of 
our Billiken Shoes for Children with the Talon Shu-Lok fastener. The 
reaction of our customers to the benefits of the Talon Shu-Lok fastener 
convinced us that this new shoe closure gives an extra measure of sales 
to this line of children’s shoes.” 


Jilon 


oa 








G) 


TALON, INC 
SHU-LOK FASTENER DIVISION, 
MEADVILLE, PA 


fastener 
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@ Retailing should be exempted in any anti-merger legisla- 
tion, well known merchant David 0. Falk tells Congress. 


The Department of Agriculture is giving care- 
ful consideration to taking the surplus label 
off calf skins. > ire 


i 
~ 








The Federal Trade Commission makes an im- 
portant ruling in regard to the interpretation 
of the anti-merger law. 


Baker Reporting from WASHINGTON 





Retailing should be exempted from any new law to make mergers difheult, 
a leading retail merchant urges Congress. David O. Falk. president of O. Falk's, 
Tampa, and chairman of the Government Affairs Committee of the National 
Retail Merchants Association presents this argument to a Senate investigating 
committee. 

Mr. Falk tells the Senate group that retail acquisitions are usually dictated 
by purely personal considerations on the part of the seller. Any interference 
from the government would limit the market to which a retailer could turn 
when he wanted to sell his business, and this interference would decrease the 
amount the merchant could realize from the sale. Mr. Falk says he sees no 
danger that the fierce and vigorous competition in retailing will subside if 


retailing is exempted from the proposed law. 


The government may take some of the steam out of the mounting pressure 
on calf skin prices. It can do this by officially removing the “surplus” label it 
has pinned on all U. S. hides and skins. (Any U.S. product designated as 
“surplus” automatically receives priority over products of other nations in 
the purchase of goods for the foreign-aid program. Government buying of 
calf skins has been partly responsible for the recent rise in call skin prices.) 

The U. S. Department of Agriculture says it is giving “careful consider- 
ation” to taking the “surplus” label off calf skins. The department is con 
cerned that continued price rises. if not checked. will push up the price of 
shoes at retail, thereby forcing up the government cost-of-living index to 


sull higher levels. 


The Federal Trade Commission has thrown some helpful light on the anti 
merger law. In a recent ruling (on the Brillo-Williams merger). the FT¢ 
says a merger that significantly increases the acquiring company’s already 
substantial share of its market does not automatically establish a lessening of 
competition in violation of federal law. 

This ruling is important, for all parties concerned with mergers must 
necessarily ask themselves if the resulting merger will mean less competition 
within their industry. If the answer is ves, the merger is illegal under Section 
Seven of the Clayton Antitrust Act. The importance of the Brillo ruling is 
that the FTC is establishing that gaining a larger share of any market does 
net necessarily mean there is less competition than before. 

Here are the main points in this particular FTC action: 

Brillo bought out the Williams Co.. a competitor in producing steel wool, 
The FTC filed a complaint against Brillo, charging violation of the anti 
merger law. An FTC trial examiner found that before the merger Brillo had 
29 per cent of the market, and Williams 1& per cent. The merger increased 
Brillo’s share of the market to about 50 per cent. The trial examiner then 


held that this percentage of the market indicated less competition in - th 
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Report from 


“Too little, too late” spending may not be 
enough to bring economy out of doldrums. Tax 
eut may be needed. 


Some special tax relief for small firms believed 


WASHINGTON en el rend _ ‘ongressional leaders of both 








industry and therefore constituted a violation of the federal antimerger law. 
But the FTC overruled its trial examiner. The commission says it doesn’t 
necessarily follow that an increase in a producer’s already-substantial share 
of the market necessarily means that an illegal merger has been committed. 

The commission remanded the case to the examiner for further con- 


sideration. 


It’s beginning to look as if only a tax cut will provide the necessary spark 
to re-ignite spending by corporations and by consumers. The kind of spending 
now under way is the “too little, too late” variety, according to some top 
government economists. 

Here’s what’s happening: 

Spending by management for new plant and equipment is still declining. 
And, although government spending is on the rise, the actual cash outlays 
stiil are many months away. And consumers are laying their cash on the 
line chiefly for nondurables, and are continuing to hold down their spending 
for automobiles, homes, and other durables. 

Point is, it’s spending for durable goods—for plant and equipment, and 


for consumer products like new cars—that gives the U. S. economy its red 


blood, its vitality. Until spending in these categories picks up, the economy is 


likely to keep on limping along at the present slow pace, it’s predicted. Hence. 


the continuing clamor for tax reduction to make available the necessary funds 


for heavy-goods spending. 


Congress is drafting legislation giving special tax relief for small firms 
amid a general belief of leaders of both political parties that some help will be 
granted, 

President Eisenhower and Democratic signal-callers after jointly ruling 
out general tax cuts, are committed to approving small business legislation. 

There is general agreement among congressional leaders that the small 
business tax cut bill won’t be allowed to get tangled up in the remnants of 
drives for special excise tax cuts or shopping personal reductions. 

The small business bill will contain the only possibility of any change in 
depreciation laws this year. This provision will permit fast tax depreciation 
on purchases of used equipment, probably up to a limit of $30,000 a year, 
similar to benefits given new equipment purchases in the 1954 tax law. 

Other provisions of the small business bill this year will permit some small 
firms to spread estate taxes over a 10-year period; permit some small corpora- 
tions to elect to be taxed as partnerships, and grant larger deductions for 


losses suffered by investors in small firms. 


The Administration’s reciprocal-trade program is in real trouble. Ike is 
asking the Congress to renew it for another five years, and okay further tariff 
cuts of five per cent a year in each of the five years. 

But this year’s high volume of foreign goods and the resulting impact on 
factory output here at home is swaying the Congress away from further 
tariff cuts. 

Ike will find it difficult, if not impossible, to get all he wants in the way 
of a trade bill from Congress. While not all the decline in production and 

[ CONTINUED ON PAGE 52] 
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TED WILLIAMS suasts 


ONE FOR BOYS’ SHOE RETAILERS 
IN THIS POWERFUL PROMOTION 


“Here’s my favorite shoe now in boys’ sizes” 


BURNT IVORY CORDOVAS 


Looking for extra pairage? Let the King of Swat go to bat for you 
this season! Here are Ted Williams’ own shoe styles — exclusive 
with Taylor of Maine — now made in sizes for boys and young men. 
These are the identical styles that are rolling up men’s sales all 
over America — made with Taylor’s own Burnt Ivory leather that 
grows richer and mellower with age. Order 'em early — this is 
going to be big! 


STYLE 854 STYLE 864 


taylor 
pe Ae on cos 


TED WILLIAMS’ PROMOTIONAL MATERIAL FOR TAYLOR MERCHANTS 


FULL COLOR MAILING CARD NEWSPAPER MAT AD AUTOGRAPHED PHOTO 
COUNTER CARD Write, wire or phone collect today for complete information. £. £. Taylor Corp., Freeport, Maine 





July 1, 1958 





the tailored trend... 


more than ever by FOOT SAVER 


e 
profitably yourt ¢¢¢ Increased sales are indeed 
the key words to describe the new 


line of Skuffies— priced to retail 

at 18.95 and 19.95. These smart walking shoes 
are a happy addition to the Foot Saver line. 

A tailored triumph of flexible softness, 

these Skuffies will be 

real profit-makers and will add to 


your list of satisfied customers. 


Foot Saver's 
exclusive 
Shortback ® 
last assures 
snug heel fit, 
yet permits 
caressing 
foot freedom. 


For further information write Julian & Kokenge 
Company, 280 S. Front, Columbus 15, Ohio 
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Although generally 
rampant at the annual contest for the 
title of MISS UNIVERSE, there will 
be one area where they are all on the 
When the eighty-five 
“lovelies” from around the universe 
and the United States gather for the 


competition — is 


same footing. 


beauty pageant in Long Beach, Cali- 
fornia, on July 11th, they will all be 
wearing Nina Footwear clogs. 

These clogs. made of laminated ply- 


wood, will be completely noiseless. 





There will be no clackety-clack as they 
parade along, for a composition sole 
will be cemented to the wood bottom. 
The uppers will be of vinyl with gold 
kid. and a rhinestone studded trim at 
the throat. All will be made on 
Oo 


0; ‘S last. 


an 


feet the contestants 


will be on their own! 


From their up. 


% 


“Nothing good happens by itself! In 
the light of present day conditions. 
leading economists consider ‘selling’ 
is the underlying force. You play a 
vital part in the shoe industry’s con- 
tribution to increased sales and 
This is the attitude of 


management at National Shoes 


em- 
ployment.” 
top 
and was stated in a letter sent out by 
FRED SIEGEL. executive vice-presi- 
dent, to all their sales personnel. He 
sales will be 


added: ‘“Tomorrow’s 


made by every man who decides to 


do what he can today to sell more and 
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bet.er than yesterday, and to sell as 


much or more tomorrow. 

“Now, more than ever, it takes extra 
energy and initiative to make sales, 
to show and sell that extra pair 

that extra item ... that plus sale. 
“We, in management, are planning a 


more energetic advertising effort and 


we are gearing our merchandising 
skills to full speed ahead.” 
* % * 


“We can look for the lower, shaped 


heel to be a prime style influence foi 


fall,” says FRANK J. HEEP, shoe 
manager for Marshall Field & Co.. 
Chicago. “The Queen Anne. version 


caught on well this past spring and 
brought many new customers to the 
style shoe field. It 
than ever for fall, and should appear 


will be stronget 

on all silhouettes and in all materials. 

as well as in a wide price range. 
“As the 


should be good for another two to 


for pointed toes, these 
four years. Strong style trends such 
as this, usually have a good, strong 
five-year life. Whatever the dominant 
style this fall, there will have to be 


strong and consistent advertising. 
Most women have plenty of shoes in 
their wardrobes. So, they will have 
to be enticed or romanced into buying 


new ones. To do so, these stvles will 
have to be different and we will have 
them practically 


to advertise every 


day.” 

i a 
WALTER H. JOHNSON, merchandise 
manager for Fontius Shoe Co., Den- 
ver, believes a new theme is needed to 
“We should get off 


durability 


sell more shoes. 
the theme of long wear, 
and stress more of the need for some- 
thing new and fashionable that has 
mass appeal, not to a limited few.” he 
“Then. let 
promote the same thing, or at least 


Make 


it nearly impossible for the custome: 


the entire industry 


says. 


their own interpretation of it. 
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to pass it up, or be without a pair. 
Alter the theme often enough to insure 
more consumption of footwear on the 
basis of current fashion need, rather 
than just a need for a pair of shoes. 
“We hope that the industry can find 
a way to get together on more and 
more promotions (like the recent Red- 
Shoe-Red .. .) that help everyone sell 
more shoes per capita each year. 
“The automobile industry has, through 
coordinated ideas, gotten the consumer 
to trade in a perfectly good car that 
$3.000. or after only two 


cost more, 


or three years of service. But we in 
the shoe industry have trouble selling 
a new pair of shoes to many custom- 


old 


out. One of the largest auto manufac- 


ers, unless their ones are worn 


turers nearly went ‘broke’ trying to 
promote a car that was built better 
than all others, but didn’t have a 


‘new’ look.” 
































important fact 
that we must realize.” says HERBER'I 
COX, shoe retailer of Baltimore. “The 


principal problem in the shoe business 


“There is very 


today, as we go through different eras 
of styles and shapes are changed to 
meet milady’s faney, is that the style 
trend does not change the anatomy of 
For that reason. we 


field than 


the human body. 
feel there will be a bigeer 


ever for basic, active wear. comfort 


able shoes.” 
{ ten-page men’s Spring Fashion See 
in the COURTER-JOURNAL. of 


Louisville, marked the opening of the 


tion 
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warm-weather men’s wear shopping 
season in the Louisville, Kentucky, 
market. Front-page fashion figures in 
spot color highlighted the section’s 
theme of “Sleek, Silken and Slim.” 
Blue was the color used to accent 
sports fashions for both spectator and 
participant. Supporting editorial copy 
emphaszied the comfort, easy main- 
tenance and trimness of the new warm 
weather styles in hats, shoes, sports- 
wear, accessories and formal attire 
. and noted the trend toward rich, 
dark colors. 
© SEYMOUR HELFANT, manager. 
Smaller Stores Division, National Re- 
tail Merchants 
articles appear monthly in the Boor 


Association, whose 
AND SHOE Recorper, addressed a re- 
tailing clinic sponsored by the New 
Brunswick (New Jersey) Daily Home 
Vews and urged the merchants to gear 
their store operation and merchandis- 
ing policies to the requirements of the 
community, holding that such a policy 
will pay worthwhile dividends in in- 
creased sales volume. He told his lis- 
teners to eliminate the unnecessary 
costs of doing business that have been 
allowed to develop during the “plush 
times experienced since the end of 
World War II.” But he cautioned 
against the elimination of “essential 
services which are the backbone of 
independent retailers. The public still 
looks for service and reliability and 
is willing to pay for it,” he said. 

“By making your store an inviting 
place to shop, by carrying merchan- 
dise lines that satisfy your customer, 
and by properly training your sales 
force to give your customers the ser- 
vice they want, you will hold your 
established clientele and build new 
customers,” he emphasized. 


LEONARD NAIDS of — Franklin 
Simon’s Shoe Salon in Philadelphia, 
Pa. says: 

“We live in a terrifically color-con- 
scious era and its effect is evident in 
every phase of living. Color is very 
important in all apparel and this, in 
turn, can be successfully exploited by 
progressive shoe retailers. 

“Tie up with color is one of the better 
selling devices today. It has popular 
appeal and will do a great deal to- 
ward increasing customer traffic in 


stores. 
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by ESTELLE G. ANDERSON 


Profile .... 





EDWARD RUSSELL, JR. 


T IS hard to believe that this issue marks the first anniversary of the 
“profile” series on this page. The reason is simple! We have thoroughly 
enjoyed the role of hostess and the opportunity of opening the door 

to a better acquaintanceship between the industry and some of the shoe 
manufacturers and retailers within it. That was the original concept of the 
series and we have tried to make the are of the spotlight as wide and as 
varied as we could. 

For the most part, we have highlighted careers of long standing but now 

and again we like to introduce and welcome a newcomer to the industry. 
Edward Russell, Jr., president of I. Miller and Sons. 


Ed Russell’s experience prior to his association with I. Miller was essen- 


Here he is... 


tially in the cotton textile field . . . first with Bates Fabrics, in their promo- 
tion division, and then, for ten years, with the Avondale Mills where 
he was happily employed, doing what comes naturally to him adver- 
tising, merchandising, selling. 

He set up a fairly ambitious fashion-advertising program. Started with 
a prestige campaign developed some fabrics especially for the top 
designers; and he knew that endorsement at that level would almost auto- 
matically assure wide consumer, manufacturer and retailer acceptance and 
then would percolate down to the moderate price lines. He had started his 
division from scratch and built it into a strong, vital force in the industry 

. giving fashion authority to the millions of yards of fabrics that Avon- 
dale processed and sold . . . giving them the same look that the most expen- 
sive fabrics had. As vice-president of Avondale, he had an authoritative 
voice in the industry. He also had the knowledge and satisfaction of having 
built something that was his own “baby.” 
Miller & Sons, 


as it might seem. In the first place, Ed Russell was born in a small town 


It wasn’t such a broad jump from Avondale Mills to I. 


in Tennessee (some forty years ago) and although he didn’t know the 
General Shoe Corporation people personally, he had heard about them. He 
[TURN TO PAGE 47, PLEASE | 
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MODERN LIGHTING 
Helps Sell Shoes.... 


41 Sorcher of APs Bootery, Freehold, N. J., installed a new kind 


of lighting which has helped in the success of his expanded store. 


NTERESTING and unusual lighting helps to sell shoes at Al’s Bootery, 

Freehold, N. J. It does so by bathing the interior of the store in a 

soft and pervading incandescence which relaxes and illuminates at 
the same time. 

In effect the lighting says to the shopper. “Come in and make your- 
self at home. It’s very pleasant here. and we have a selection of footwear 
that will delight you.” And. as owner Al Sorcher will tell you. shoppers 
do come in and relax, are delighted, and often depart with extra pairage. 

Mr. Sorcher installed his lighting, which has proven such a valuable 
ally, when he remodeled his store a year ago. The effect was achieved 
by fixing rows of fluorescent tubes to the ceiling. then installing an arti- 
ficial ceiling of translucent plastic glass three and one-half feet below. 

The translucent plastic glass is supported by chrome-plated metal 
strips on three-foot centers. Maintenance presents no problem as the plas- 
tic is merely laid on the strips and can be taken up at any time to replace 

| CONTINUED ON PAGE 52] 


Top: View of the women’s (foreground) 

and men’s areas of Al’s Bootery illumi- 

nated from the plastic glass artificial ceil 

ing. Flourescent tubes fixed to real ceil- 

ing three and one-half feet above provide 

light. Conventional lighting in background 
is supplemental in men’s area. 


Plastic glass is laid on chrome-plated metal 
strips on three foot centers. Maintenance 
is minimal as plastic glass merely rolls up 
Flourescent tubes on real ceiling three 
and ane-half feet above provide long ser 
vice. Effect is a soft pervasive light 


Left: Soft, even illumination is illustrated 

in this vew of the children’s area at Al's 

Bootery. Glare is non-existant. Shadows 

are muted. Colorful mural of circus-like 

amusement park has great attraction for 

children. At right, fitter Carl) Schurgin 
serves a youngster 





Hosiery 


HETHER you like them or not, the new styles 
in women’s clothes, the very short skirts, the 
straight, slim chemise silhouettes and the 
pyramid-shaped trapeze dresses, coats and suits are 
having a strong influence on shoe and accessory styles. 
In shoes we hear a lot of talk about the right heel 
heights to give women’s figures proportion and_bal- 
ance in the new clothes. For perfect balance, some high 
style opinion gives a range of heel heights from 11/8 
to 19/8. These heels, they say, give women the straight 
up-and-down silhouette that they must have with the 
chemise and the trapeze. High heels—above 19/8 
will give them a forward tilt instead of the desired 


straight up-and-down posture. 


Hosiery styles have been given a tremendous lift by 


the “leggy look” of the new short skirts. In a united 


effort hosiery stylists, representing leading branded 


Textures appear in this casual tailored shoe 
in textured leather by Nova and in the two 
stockings. Middle: “Suburban,” a_ stocking 
for casual wear in 100 per cent nylon, by 
Trimfit. Right: a two-tone stretchable sports 
stocking for back-to-school, suburban and 
country wear, by Mary Grey. 





Black calf pump with gilt ornament by I. Miller exactly 
matched in black calf bag by Bernall. Dress sheer, seamless 
stocking by Hanes. 





















Dominates Fall Accessories 


More than any other single accessory item, stockings in an ever-growing range 


of colors have seized the imagination of both buyers and consumers and should 


be big business in your accessory department. Matching hosiery colors to shoes 


and/or clothes is no longer the idea. 


new kind of coordination for fall. 


lines, have successfully promoted color. Starting with 
their winter 1957-58 lines, they are now in their third 
selling season with even more fashion colors for win- 
ter 1958-59, 

Working together, the group of 26 women associ- 
ated as “Hosiery Fashion Executives,” have released 
the following color information for the coming fall and 
Browns 


winter: 1. For fashion: jet and gold-influ- 


enced tones. For volume: reddened tones. 2. Greens 


For fashion: dark influenced by yellow. For 


mossy 


Calfskin bag, full- 
finished with gold- 
plated frame, by 
Waldman. Smooth 





luster kidskin 
trims this black 
suede shoe on 


15/8 French Louis 
heel with low in- 
step strap designed 
by Fontana, a 
Florsheim — exclu- 
sive. Dressy jac- 
quard stocking by 
Phoenix. 





Blending and harmonizing tones is the 


bottle blue. 


For fashion promotion, from orange to 


volume: Tartan or tones, influenced by 


3. Russet 
pumpkin. 4. ‘Teal—Fashion news, showing influence of 


green. 5. Blues—An established fashion—continuing 


strong volume in cobalt and bright blues to bright navy. 


6. Vintage Reds—High fashion group—claret and 
purple for promotions. 7. Reds—Leading continuing 


fashion volume story. bright and showing yellow influ- 
ence. & Grays—For volume: dark clear tone, not for 
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HE BOARD OF ANALYSTS 
OF FUTURE SALES RAT- 
INGS, far from being pessi- 
mistic on sales and manufacturing in 
the 


tail sales 


shoe industry, anticipates a_re- 
gain of 1.9 per cent and a 
manufacturing gain of 2.3 per cent in 
the second half of 1958, as compared 
with the second half of 1957. 
Projected sales gains indicated by 
this special midyear survey for Boot 
AND SHOE RECORDER are definitely 
attainable, in the Board’s views, un- 


manufacturers and retailers de- 


less 
velop a defeatist attitude. In view of 
these future sales potentials, the Board 


32 


1958 1989 1960 


has assigned to the shoe industry one 
of the highest ratings that any indus- 
try can get. 

These ratings represent the common 
the 


Sales Ratings Board, which 


denominator determinations of 
Future 
comprises over 300 economists, statis- 
ticians and marketing experts in Gov- 
ernment and private industry. It is the 
most experienced economic predict- 
ing panel on all the nation’s indus- 
tries in the country. For the past 23 
years it has forecast quarterly in Sales 
Management the 
sales potentials of the 112 leading in- 
dustries of the United States, of which 


magazine future- 


the shoe industry is among the most 
important. 
Commissioned by Boot AND SHOE 
RECORDER to survey the expectations 
oi this Board with respect to poten- 
tial shoe sales and output for the sec- 
ond half of 1958 in comparison with 
1957, the the 
Board’s supporting a 
1.9 


sales increase and 2.3 per cent output 


writer has obtained 
reasoning in 
consensus estimate of per cent 
increase as follows: 

The shoe industry’s internal situa- 
lion is favorable. The recession, rather 
than causing deterioration, appears to 
have strengthened the industry’s cur- 
rent demand potential. Cautious poli- 
cies induced by apprehension over 
the 
sulted in widespread inventory short- 
ages. The 


likely to swing to more adequate in- 


general business slowdown re- 


pendulum now is more 
ventories, with consequent stimulus to 
This for the 
slightly larger anticipation of produc- 
than of 


production. accounts 


tion increase retail sales 


increase. 
the soft 


goods have been relatively immune to 


Pessimists to contrary, 
recession pressures. Now with general 


business prospects also brightening 
improving 


Fed- 


eral, state and municipal spending and 


and consumer incomes 


under the influence of higher 


various Government efforts to stimu- 
late 
public buying power. a strong base 


business activity and enhance 
for production and sales growth in 
months ahead is being formed. 


The Board takes 


count the growing alertness of the 


further into ac- 
shoe industry. from manufacturer 
through retailer, to the importance ot 
promotion. Advertising and selling ex- 
penditures for the second half of 1958 
are expected to increase on the aver- 
age of 4.6 per cent over the corre- 
sponding period of 1957. While this 
would help to crystallize the forthcom- 
ing sales opportunities in this field, it 
is felt. conversely. that weak promo- 


tional programs might result in little 
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Sales and Production 


A gain in both manufacturing and sales for the second half of the year 


is predicted by the Board of Analysts of Future Sales Ratings. The shoe 


industry is in a strong position for profiting from improving conditions. 


or no gain in sales over 1957. 

A reasonable price level for shoes 
generally. with only moderate price 
increases likely. as well as the most 
attractive variety of merchandise in 
years. are also indicated as factors in 
the expanding production and_ sales 
of shoes. Expansion of retail outlets 
also is emphasized by the Board as 
the 
particularly 


one of constructive influences. 


This is true of shoe 
chains and, recession notwithstanding. 
the trend is expected to continue. Both 
shopping centers and downtown stores 
are making progress in promoting 
quality. fashion. comfort, attractive 
store atmosphere and service. 
Justifiable efforts. too. are making 
the American family more shoe-ward- 
robe conscious. The National Shoe In- 
stitute’s efforts 
much individual effort throughout the 


Both 
fashions this year should help this 


are supplemented by 


industry. womens and men’s 


by PETER B. B. ANDREWS, 


Chairman, Future Sales Ratings Board 


drive, especially in the feminine de- 
the 
lated looks. The tendency in switching 


partment with chemise and_ re- 


to new styles is to go all the way and 
Women’s 


emphasis is expected to be toward the 


get new shoes also. shoe 
slim, with more emphasis on color, 
while the men’s trend is toward more 
flexible, casual and lightweight styles. 

Then, too, the Board notes, the en- 
tire base of demand for the shoe in- 
dustry is rising. Population as of mid- 
year exceeds 174,000,000, compared 
171,229,000 on July 1, 1957. 


Moreover, shifts in the age distribu- 


with 


tion of the population toward more 
young people tend to increase shoe 
sales, since youths consume more foot- 
wear than adults. From 1953 to 1958 
the under 5 


age group years in- 


[| CONTINUED ON PAGE 50] 
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Economist, market development coun 
sel and speaker. Peter B. B. 


writes with extensive experience on the 


Andrew 


trends and sales potentials of the na 
tion's many important individual indus 
tries. He has contributed industry analy 
ses to no less than 90 of the country 


leading trade magazines. as well a 


sales-projection-engineering studies for 
some of the country’s top industrial en 
Called to Washington by for 
Motors president) William 


industrial 


terprises. 
mer General 
S. Knudsen, 
economic adviser ol the W at Production 
Board, he 


tion for his effective emergency researe hh 


who made him 


received a presidential Cita 


work on American industries during 
World War I]. His Future Sales Rating 
for Sales Management magazine repr 
sent an outstanding quarterly series of 
forecasts. He is consulting economist of 
Sales Management magazine and collab 
Sales Management's famou- 
He also ha 
consultant of the Na 
tional Production Authority and of the 
National Distribution Council of the De 


partment of Commerce 


orator in 
“Survey of Buying Power.” 


been marketing 





Leased Shoe Departments 


EASED departments have been in existence since 


the growth of department stores in the late 

eighteen hundreds. In a recent survey made 
by the Controllers Congress of the National Retail 
Merchants Association it was discovered that three out 
of four department and specialty stores in the United 
States have leased departments, with the percentage 
growing daily. In this group, shoes play a very impor- 
tant part. 

Today well-run stores operate on a scientific basis 
and do not feel that it is a loss in prestige to take in 
leased departments. This is true because the leased 
department operates under the store’s name and there 
is no separate identification to the public. As far as 
consumers are concerned they do not know that the 
leased department is a separate entity. operated by 
the lessee or his representatives, who conduct the com- 
plete operation of the department. 

The lessee always cooperates with the store in all 
promotions and store wide events. Their success de- 
pends upon their ability to integrate with the over-all 
operation of the store, since they are working towards 
a mutually beneficial goal. The lessee must give a 
satisfactory performance in return for the connection 
with and prestige of the store. He must understand the 
operation, the regular customers, what will be re- 


quired of him so that he can do an effective job. 


4n Interesting Figure 

An interesting set of figures released by the Na- 
tional Shoe Manufacturers Association pointed out 
that total leased shoe sales for all types of stores in 
which they operate, namely, department, general mer- 
chandise, men’s and boy’s clothing and furnishing, 
family clothing and women’s ready-to-wear stores 
totaled $196.560.000 annually. 

This large figure represents sales that are made by 
eutside ownership in the types of stores just men- 
tioned. The specialist in shoe department leasing for 
the retail distribution of shoes is concentrating more 
and more on chain organizations operating many 
branches in a great number of stores. The operating 
of leased chains is not necessarily limited to retailers 
only. Manufacturers too, in order to increase distribu- 
tion of their shoes, have been increasing their interest 
in leased shoe departments. 

There are many arguments for and against leased 
shoe departments. The following advantages and dis- 
advantages for stores and potential lessees might influ- 
ence action, one way or another, by the parties con- 
cerned. 

Advantages to the store that can be used as good 
reasons to lease out a shoe department: 


1. The store can use the capital that would be 


required to operate a shoe department (in which i 
doesn't have any experience or know-how) more 
profitably in other proven successful departments of 
the store. 

2. If the store carries a full line of wearing ap- 
parel but lacks a shoe department to make it a 
complete shop, then a leased shoe department can 
fit into the picture both profitably and reputation- 
wise for the store. It can be the means of rounding 
out a complete one-step shopping area under one 
roof. 

Little Risk 

3. There is little risk for the store financially if it 
wants to experiment with the possibilities for suc- 
cess of a leased shoe department. The capital re- 
quirements are comparatively very small. 

1. The store with a leased shoe department can 
draw more traflic into the store, 

5. The lessee can furnish a very specialized type 
of employe in the shoe department. The store would 
have a great deal of difficulty in obtaining the same 
caliber salesperson or manager. 

6. A lessee can give the store very specific atten- 
tion in the shoe department. This know-how and 
operating ability can be valuable beyond estima- 
tion. Many cases exist where revenue was derived 
from almost impossible situations in merchandising 
and selling. The lessee must have comprehensive 
knowledge and devote time and energy to develop- 
ing his shoe department. He must have the right 
contacts, purchase properly and know how to do a 
eood selling job. 

More often than not, the problems of inventory 
investment are greater than those of specialized 
sales personnel. The difficulties of inventory inherent 
in the shoe industry, with its resulting low turn- 
over, have caused many executives of apparel stores 
to look for efficient operators of leased shoe depart- 
ments. The inventory problems facing the shoe 
retailer are so great that other wearing apparel 
operators shy away from them. 

This great risk of capital entitles the leased shoe 
department to better profits than any other leased 
departments in the store. If stores do not offer 
relatively good terms to the shoe people, in propor- 
tion to the risks involved, then they will be at a 
disadvantage in attracting grade A lessees. 

In the case of women’s high styled shoes, just as 
in millinery, the possibilities for very large mark- 
downs are great. This is the supreme problem of 
the lessee, as well as the store. Therefore. stores 
carefully investigate financial as well as other facts 
about the persons negotiating to lease the shoe 


departments. They usually feel, in the case of an 
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Part I 


Three out of four department and specialty stores have leased departments, 


with the percentage growing daily. In this group, shoes play an important part. 





EDITOR’S NOTE 




















The next article will discuss the terms of the lease; the cost to the lessee in rent; 
credit and advertising; the kind of merchandise carried; complaints and adjustments; 
the equipment that is furnished with the lease; the type of insurance that must be carried 
and who pays for it; the amount of capital necessary and the trend to basement in com- 


parison with upstairs departments. 


exceptionally good operator, that they would rather 
accept less rent and thus be assured of a good de- 
partment, than do business with a lessee who offers 


better terms but who probably could not give as 
good a final performance. 

Efficient merchandising, selling and management 
can do wonders for any store. For example, the 
shoe department of a New England department 
store, that did an annual business of $140,000, 
jumped to $400,000 the first year after an ex- 
perienced operator took it over. 

7. If a large operator takes over the lease for 
the shoe department, his scale of operation can 
prove a distinct advantage through superior mer- 


chandising, selling and training facilities. 


Disadvantages to the store: 


1. The income and profits of the shoe depart- 
ment will be limited to the terms of the lease. 

2. The management and operation of the depart- 
ment become more complex when it is not under the 
direct jurisdiction of the store. 


3. The store can suffer irreparable damage to its 
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reputation if the policies of the leased shoe depart- 
ment are not in line with those of the store. Ex- 
amples of opposing concepts might be in the quality 
of the merchandise, improper advertising. poor 
return policies. 

1. Employes of the leased department can be 
very uncooperative and difficult to manage. They 
can also be a bad influence on other employes of 


the store. 


fidvantages to the Lessee of the shoe department: 


1. The good will of the store is immediately 
available to the leased department, even though not 
actually built up by the department. 

2. The clientele of the store is available to the 
leased shoe department, without any effort) on its 
part. 

3: The lessee does nol have any of the worries ot 
the actual operation of the store. The lessor is con 
cerned with this. 

1. The department can save a great deal of money 
by taking advantage of the large scale operation of 
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How To Sell It 


Above: basic steps 
in wood heel mak- 
ing. 


Modern low wood 
heel styles. 


Two fitz-on_ re- 
placeable toplifts; 
aluminum bottom 
halves used in 
wood - aluminum 
heel combinations; 
heel dowel that 
goes through axis 


of heel. 


by WILLIAM A. ROSSI, Field Editor 


HEEL is a piece of precision engineering—far 
more so than the average shoe man realizes. 
Examples of this are the pitch and tread of the 
heel 


design and application of the heel. 


two factors with exacting requirements in the 


The last roughly determines the pitch (angulation) 
and tread of the heel. Now, the “pitch” of the heel 
is the distance from the farthest backpoint of the heel 
to the back of the toplift. This forms an angle or pitch. 
The greater this angle or pitch, the further “under” 
must be. 


the shoe the heel Any pitch error in the 


design or application of the heel can result in a 
broken or buckled-under heel, with possible serious 
damage to the wearer (as well as possible law-suit for 
the retailer.) Consider that an average woman will 
take five to ten thousand steps a day on such a heel 

with a total pounding weight of four to six hundred 
tons daily on her heels. It’s obvious that the heel must 
be precisely pitched to bear up under this great stress. 

Also, a wrongly pitched heel will cause the toplift 
to wear out much quicker because the toplift isn’t 
treading evenly. So only a small portion of the top- 


lift takes all the wear. Further, a wrongly positioned 





heel may easily cause foot strain and body fatigue, 
because it adversely influences the distribution of body 
weight in standing or walking. 

At one time heels were made right and lefts (in 
Europe many or most heels are still made this way.) 
However, our heel-sizing methods have become so 
precise that the same heel can be used on either shoe. 
Heels, of course, are sized in accord with the size of 
the shoe, because the width and length of the heel seat 
must be larger for the larger sizes. The fitting of the 
heel (pitch, tread, style, etc.) is tested with the actual 
last which it’s designed to fit. Then a schedule of sizes 
is made up. 


How the Heel Is Made 

Modern heel-making is a high-speed, efficient, mass- 
production operation. The wood heel starts as a simple 
block. It is usually shaped in stages, one section of 
the heel at a time. The shaping is done with high- 
speed lathes, which carve the heel to its pre-deter- 
mined contours and size. There are obviously many 
technical steps in the process of making a heel—and 
[CONTINUED ON PAGE 56| 


Examples of novel- 
ty wood heels that 
have been designed 
on special order. 


Cross section 
showing tubular 
steel dowel through 
center of heel with 
wood dowel 
through metal tube: 
heel with slotted 
breast so heel cov- 
ering edges can be 
inserted; novelty 
ceramic heel with 
metal tubular core 
and rubber top- 
lift; metal ring on 
bottom to prevent 
heel splitting when 
nails are inserted 
with toplift repair. 


as 


bas 


Heels 


There are numerous points of interest in the heel that can be dramatized to 





create a better appreciation of the shoe’s value and the heel’s contribution to it. 


Modern wood heel styles in the medium to high heights. Note heel with grooved decorative treatment. 





MERICANS will shell out hard 

cash just to look at shoes. 
This was proved in Laredo, 

May 


staged a shoe 


Texas, 25, when Sam Sullivan 


fair which attracted 


more than 5000 paying customers 
from a wide area of South Texas and 
Northern Mexico. 

Sullivan, one of the organizers and 
first president of Independent Shoe- 
men and a member of the board of 
the National Shoe Re- 


tailers Association, has long believed 


directors of 


that a shoe show open to the general 
public would be successful. 

Such shows have been very popular 
in Europe. On a trip to Europe a few 


years ago to make a talk at the Eng- 


lish Shoe and Leather Fair, Sullivan 
made a side trip to Germany and was 
a guest at a shoe show in Pirmasens. 
The Texan was highly impressed by 
the exhibits, crowds and general pub- 
For some 


lic interest in the show. 


time he tried to interest American 
manufacturers in such a show in one 
of the major cities. Finally, he de- 
cided to do it himself in his home 
town. 

Many of the 29 salesmen who dis- 
played 43 fall lines at the Laredo 


show were frankly amazed at the turn- 


out. Gene Langkop of Johansen Bros. 
for instance, began getting hoarse ex- 
plaining his line after clocking over 
800 people through his display room 
during the first hour of the show. 


Since the people of Laredo and 


trade territory are predominantly 


Latin American, there was a south-of- 
the-border atmosphere. For a name 
Sullivan selected “La Feria de Zapa- 
tos en Laredo:” Spanish for “Shoe 


An 


motel, El Cortez Motel, was reserved. 


Fair in Laredo.” entire resort 


The motel, located on one of Lare- 


One of the pretty Ben Shaw Studio mod- 

els taking part in La Feria de Zapatos 

en Laredo is serenaded during the shoe 
show by strolling Mexican musicians. 


As the Laredo shoe fair opened, early 
arrivals headed across the palm lined 
motel toward the United Shoe Machin- 
ery Corporation’s “how shoes are made” 
exhibit in the background. 


Pretty girl models were a hit at the 
Laredo shoe fair. This one attracts at- 
tention at the motel’s swimming pool. 
The man at extreme right is J. James 
Richter, Jr., an executive of Richter’s 
Department Store, which cooperated 
with Sam Sullivan in the project. 
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the Public Draws Crowds 


More than 5,000 people paid to visit La Feria de Zapatos en Laredo, 
staged by Sam Sullivan. Public interest in shoe exhibits was high. 


The Sam Sullivan organization exhibit at the Laredo shoe fair featured shoes and accessories 
displayed with a background of Mexican sombreros and tropical plants. 


do’s main tourist arteries, continued 
the Latin look with its Mexican style 
architecture, palm and papaya trees, 
bougainvillea, hibiscus, oleanders and 
bright-colored tropical birds. Tem- 
porary fencing was erected around 
the building, which occupies a com- 
plete city block, to keep out those who 
did not hold tickets. Sullivan put the 
show on a paid admission basis to as- 
sure a select attendance. 

All proceeds were turned over to 
the alumnae association of Our Lady 
of the Lake College in San 


The association has a wide member- 


Antonio. 


ship in South Texas and Northern 
Mexico and sold tickets throughout 
the area. Funds from the show went 
the 
project. 


association ’s 
The 


raised enough money 


into scholarship 


not only 
for its 


scholarship, but to invest a sizeable 


association 


next 


sum to apply on future scholarships. 

The show was given plenty of pub- 
Tiny model Debby Knepp models chil- 
dren’s wear as bystanders watch in the 


palm and oleander lined court of the 
El Cortez Motel. 
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There advance 


stories and advertisements in the La 


licity. were new3 
redo Times, local weekly newspapers, 
The 


Times, which has a_ big circulation 


and radio and television stations. 


in Mexico, also carried a 20-page 


the 


new Spa- 


paid special shoe section on 


“feria.” Area metropolitan 


pers such as the San Antonio Express 


and Corpus Christi Caller gave good 
space to the fair strictly on a news 
Newspapers as far 


Tyler Lubbock 


basis. 
Dallas. 


stories. 


away as 


and also ran 


Texas Governot Price Daniel co 


operated by officially proclaiming La 
the the 


vedo as “shoe 


capital of 
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) New Philadelphia 





” 
~ 


{bove: Store name stands out boldly against 
sign panel of purple glass mosaic tile on 
new Chandler's Philadelphia at 1312 Chest- 
nut Street. The front of the building is gray 
limestone. The store has a frontage of 37 
feet with three display windows resting on 
black granite. 


Right: Handbags and hosiery, an integral 
part of each Chandler’s operation, are dis- 
played here on the second floor, as well as 
on the street level. The second floor carries 
high fashion dress styles. New shades of 
color have been introduced to give the de 
partment its own distinctive atmosphere. 


4 


Chandler's 
Sparkles with Color 


Recently opened store is keyed to the ultra smart fashion 
tastes of Philadelphia's famous Chestnut Street district. 


HE new Philadelphia Chandler’s, on Chestnut Street opposite Wana- 

makers, occupies two completely renovated stories and has two com- 

plete departments. The main floor features French Room 

casuals and the second floor department carries French Room Originals, 
high fashion dress styles on high and little heels. 

The front of the remodeled building is composed of gray limestone. 

\ huge sign panel of purple glass mosaic tile is centered in the facade and 

forms the background for a large white Chandler’s sign. The store has a 

frontage of 37 feet, with three display windows in the lobby resting on bulk- 

heads of black granite. [CONTINUED ON PAGE 53] 


salon 


by VIRGINIA MARSHALL 


First floor selling department features cas- 
uals in a feminine setting of pink, peach, 
rose, lavender, white and gold. Thirty-seven 
foot handbag and hosiery counter is at left, 
staircase to upper department at right. New 
Chandler’s also has an elevator. The com- 
pany feels that beauty is productive and 
planned the store’s atmosphere to appeal to 
the tastes of the community. 





August Weather 


A hot August is predicted over a wide area from eastern Canada to 
Arizona but the South and a zone west of the Rockies should be cool. 


VAST area, extending from 

eastern Canada to Arizona, is 

expected to average hotter 
than usual this August. Slightly cool- 
er conditions are forecast through- 
vut most sections of the south and in 
a narrow zone west of the Rocky 
Mountains, covering parts of Mon- 
tana, Idaho and Nevada. Precipita- 
tion should be as erratic as usual 
for August. Areas where rainfall is 
expected to be generally above nor- 
mal include: Southern New England 
Cape Hatteras and vicinity, most lo- 
cations bordering on the Gulf of 
Mexico and the Rocky Mountain re- 
gion, from southern Montana to Ari- 
zona. Tennessee, western parts of 
Texas, Oklahoma and Kansas and 
practically all of the Northwest should 
be comparatively dry. Last August. 
damaging storms were relatively few 
and no storm of hurricane intensity 
entered the mainland. Once again, 
lightning was the chief culprit’ in 
weather-caused fatalities. killing 17 


persons. Sudden off-shore squalls and 
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Area I: Northeast 


flash floods caused 12 drownings. The August will be slightly hotter than 
following is a more detailed forecast usual and noticeably more uncomfort 
for August, 1958, by region: able than last year in the Northeast 


and throughout eastern Canada. Rain 
fall, mostly in the form of late after 


noon and evening showers. should 
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PRECIPITATION 
ESTIMATED PERCENT DEVIATION FROM 
NORMAL MONTHLY PRECIPITATION 





average above normal in the Boston 
Cape Cod area. Western sections of 
New York and Pennsylvania, however, 


will be relatively dry. 


Area HE: Great Lakes 
Michigan. Wisconsin and the north 
ern sections of T]linois. Indiana and 
Ohio will be two to three degrees hot 
ter than usual. Southern portions of 
this region, including Kentucky, will 
average near normal. Rainfall will be 
generally below) normal in’ Illinois 
Indiana, Ohio and Kentucky. Ontario 
Province and northern parts of Mich 


igan and Wisconsin will be wet 


Area Hl: Southeast 


Wet conditions are forecast for most 


locations bordering on the Gulf Coast. 
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Why some retailers don't 
know there’s a recession 


TORES that are featuring style 
S shoes for children are busy stores. 
And getting busier!—because they 
are making a name for themselves 
with children, as well as parents. “‘So- 
and-So has all the new styles” is be- 
coming a familiar expression in towns 
all over the country. As a result, “So- 
and-So” is doing the business—and 


more of it every day. 


Are you the stvle store for chil- 
dren’s shoes in your community? You 
can be if you area Little Yankee 
dealer. And without problems! Little 
Yankee is going all-out to provide 


style leadership for our retailers. 


Here is another example: there are 
20‘. more style shoes in the Little 
Yankee line this Fall. And this doesn’t 
mean that our customers have to carry 


bigger inventory. Our fast in-stock 














Dramatic example of a Little Yankee fashion first 
—the 3-Way Patent. Remember this best-seller 
scoop last Spring ? Here is the exciting new version 
for Fall. Now the T-strap loops through the cut- 
out on the vamp, and snaps closed. To protect our 
customers, as well as ourselves, there’s a legal de- 
sign patent pending (if anyone has any ideas about 
stealing it—beware!). 

service applies to style shoes as it does 


to all others. 


Talk to your Little Yankee repre- 
sentative. See what he has to show. 
Hear what he has to say. Weigh the 
facts. Little Yankee may be your 
answer to the business you’ve been 
looking for. The Yankee Shoemakers, 
Newmarket, N. H. 


Little Yankee Shoes 


fit for the child you love 
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Continuous Improvement 
Seen in Chicago 


RETAIL shoe business in the 
Chicago area continues to improve. 
And, so does the confidence of re- 
tailers. The steady and gradual up- 
swing in sales has been underway 
since early May. There were some 
setbacks in early June due to pro- 
longed rainy spells. However, busi- 
ness was good on days when the 
weather was good. 

Inventories are down, some to 
the point where there have been 
shortages. The general opinion is 
that business is near-normal. In 
most stores and departments, sales 
are running ahead of those of a 
year ago. That was when the re- 
versal first became evident. Budget 
departments and moderate price 
shoes have been particularly active. 
However, the resistance to higher 
priced shoes seems to have abated. 

Selling is varied from the style 
standpoint and there have been sev- 
eral surprises. Spectators, which 
had a slow start, have been ex- 
tremely active. However, these are 
not the classic versions, but pointed 
toe types with small strippings or 
unusual combinations. White tex- 
tured leather with black patent, 
white mesh with blue, tan or white 
calf, and white suede with black 
patent, or tan or blue calf have 
been high lights. All whites have 
also been better than expected. 

Springolators and _ vinyls re- 
main consistent sellers. Prints on 
both high and low heels are good 
high style factors. Pastels in pumps 
and sandals on all heel heights 
right down through flats are also 
good. In the moderate price and 
conservative outlets its been the 
traditional pinks, blues, and yel- 
lows. In the higher price shoes and 
in the style salons preference is for 
the bright colors. Orange has led, 
followed by turquoise and other 
greens, and vivid blues. 

The sustained sale of black has 
been a major assist to the women’s 
shoe Black patent con- 
tinued to sell all through June and 
is expected to go straight through 
the summer. Black silk 
been in heavy demand. 


business. 
also 


has 
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Transition and advance fall shoes 
are expected to start selling early 
this month. This means a good 
backlog of sales in dark shoes the 
year-round. Opportunity for addi- 
tional sales comes from the high 
colors, new materials, and new 
style detailings. The feeling is gen- 
eral that the mid-heel hasn’t even 
started to be exploited to its full- 
est possibilities. 

Both men’s and children’s busi 
ness is also holding up well. Sales 
of the traditional summer sandals 
are spotty and show a continual 
decline. However, following the 
trend of recent years, canvas sales 
continue to climb. This segment 
usually requires multiple pur- 
chases, requires several replace- 
ments during the season, and con- 
tinues well into October. So, it is 
looked upon as a healthy phase. 


Summer Heat Singes 
St. Louis Volume 


NOW that St. 
the volume of shoe sales has slack- 
ened slightly but not distressingly. 
Casuals still lead in all categories. 
Women’s dressy white pumps put on 
a pleasant June spurt. 

Although price cuts swelled June 
volume, retailers say that fewer wo- 
men are buying two pairs at a time 


Louis’ heat is on, 





Let your feet feel 


the wonderful difference 


wright 


arch preserver, shoes 











This ad for a summer shoe includes an 
engineering diagram for the fact minded 
male customer. Cincinnati (4 cols). 


than they did last Even at 
clearance savings averaging 15 pet 


cent, multiple sales are few and far 


year. 


between. Present inventories of wo- 
men’s pairs are listed at every notch 
from high to low, depending on the 
The inventory battle is 


retailers. 


operation. 
not yet for most 

Strongest traffic last 
matrons and definitely olde) 
from depart- 
on 


over 
month came 
from 
women. Personnel 
ments concentrating 
comfort styles report steadily good 


arch and 


business. These sales may be de- 


ferred purchasing from a weather 
Best 


com 


wretched spring, dealers feel. 
selling number for matrons 
bines white calf with white mesh, in 
both one strap and tie patterns. 
Current displays of women’s pairs 
include many imported shoes. Of 
the Italian-made footwear, one high 
cut tie of wide mesh straw on a thin 
17/8 covered heel has had exception 
ally good Carried in 
black, natural and this 
tern sold out once and the reorder is 


acceptance. 
white, pat 
moving briskly. 
Promotional at Famous-Bari 
downtown is a Pandora closed pump 
with Un 
trimmed except for color accent, the 
white pump all 
around mudguard half bright navy. 
half bright green, with navy heel 
both An outstanding ex 
ample of good two-color balance with 
the 
white with orange and yellow mud 


needle toe and 23/8 heel. 


features a wide 


on shoes. 


white, pattern comes also in 
guard, orange heels. 

Teen-aged girls are buying plain 
low white with 
ately tapered toes and 15/8 or 12/2 
Their 
white smooth skimmers, untrimmed; 
black wildly 
trimmed 
bead-laden 


cut pumps moder 


heels. casual buys include 


straw skimmers, 
and white 
moccasins both soft 
Flat thongs are 
for 


with pompoms; 

on 

and semi-soft soles. 

outselling mulebacks teens and 

their mothers for patio wear. 

play 
the 


ent 


In family type stores, canvas 
off 


repre 


shoes continue to walk 


shelves. Teen-aged boy 
the smallest buying bracket at pre 
Dealers feel that the black moc 


oxford 


ent. 


front strollers and canvas 


bought in May must be holding up 
Some second purchases of can 


FOLLOWING PAGE 


well. 
CONTINUED ON 
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vas slipons and oxfords are expected 
by mid-July. 

Men’s June buying included both 
lightweight shoes for office wear and 
leather and/or canvas slipons for 
casual attire. Moc-classic high 
tongue slipons of black calf continue 
to be strongest selling casual pat- 
tern. Flexible continental ties in the 
chestnut tones are apparently mov- 
ing as well as black for summer of- 
fice wear. Men’s dealers in St. Louis 
anticipated a good June and got it. 

In sport footwear, golf shoes for 
men and women are selling actively. 
Spiked baseball shoes are chalking 
up extra heavy sales as more 10 and 
ll-year-olds go into hardball as 
versus softball. St. Louis is consid- 
ered one of the “hottest” amateur 
baseball cities in the nation, boast- 
ing of more than 1500 teams in the 
combined leagues. 

Dealers here are disappointed 
that the Mark C. Steinberg Memo- 
rial Skating Rink has not meant 
more sales of roller skates for them. 
The rink, which coined profits for 
ice skate dealers last winter, opened 
for roller skating over two months 
ago, but skate have not re- 
flected it. To conform with rink 
rules, no metal wheels are permitted. 
The high white shoe skates for wo- 
men and girls and the medium high 
blacks for men and boys, as adver- 
Scruggs Vandervoort 
Barney, have newly adopted plastic 


sales 


tised by 


wheels. 


Ist Half 1958 Seen 
Near °57 in New York 
SHOE retailing in New York 
picked up considerably during the 
latter half of June. In a majority 
merchants felt that the 
month’s figures will help to bring 
the first six months’ totals into bet- 
ter balance. Some of the sharp dips 
of April and May will be equalized 
and the total will up to 
figures that compare favorably with 


of cases, 


sum add 
last year’s. 

Most of the retailers are optimis- 
the 
business. They feel that consumers 

their purchases 


tic about prospects for good 
held off 
these past two months will definite- 
in the market now. Traffic in 
increased and the com- 
ing July 4th holiday—a long week- 


who on 


ly be 


stores has 


44 


end for many—will give strong im- 
petus to the sale of summer shoes. 

Men’s shoe selling accelerated in 
time for Father’s Day promotions 
and has maintained satisfactory ac- 
tivity since then. The emphasis, for 
the most part, has been on light- 
yveight and coolness in dress shoes, 
hand-sewn casuals, slip-ons and 
moccasins in black or brown calf- 
skin. 

In women’s 
have stressed whites—all over or 
combined with brown, navy, red. 
Spectators have been selling well. 
Ombre effects; “pumps steeped in 
summer colors from palest pale to 
deepest hues” in blues, pinks, reds 
have been getting good customer 
response. In addition to calfskin 
and kidskin, consumer interest has 
been concentrated in faille, peau de 
soie, linens and straws. Black pat- 
ent leather sales seem to have tap- 
ered off considerably. 

Casual shoe selling has picked up 
momentum. Here the accent has 
been on straws, “light and airy tex- 
tured calfskin,” woven leathers, 
punched leathers, sail cloth, canvas 
in very open sandals, thongs, ete. 
For example: “Barely these shoes 

floating on foam inner soles 
with little pear shaped, cork heels 
or low cork wedges in brightly dec- 


shoes, promotions 


orated straws and leathers.” 

Sandals are the number one sell- 
ers in children’s shoes. These are 
the sturdy, well-constructed, good 
fitting shoes made of fine elk leath- 
ers. 


Detroit Volume 
Remains Depressed 

RETAIL shoe sales are still lag- 
ging 10 to 15 per cent behind a year 
ago here in the motor city. The 
manager of one local independent 
chain reports sales off as much as 
30 per cent in some of his outlets. 
In an uneasy atmosphere of mass 
unemployment and union contract 
negotiations, retailers and consum- 
ers alike seem to have taken a “wait 
and see” attitude. Many shoe stores 
report a spotty and erratic sales pic- 
ture, with such surprising develop- 
ments as Wednesday (usually an 
“off” day) being better than either 
Thursday or Tuesday! And Thurs- 
day (a traditionally ‘good’ day) 

falling ’way down in sales. 
However, there is a clearer pic 
ture of what the customer buys—- 
when he does buy it! The volume 
sales in women’s lines has been on 
casuals, straws, and whites for sum- 
mer. Natural straws are selling very 
well in both flattie and dressy, hi- 
wedge patterns. White dress shoes 
are selling in tapered-toe pump and 
T-strap styles. Many dealers cater- 
[CONTINUED ON PAGE 46] 
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746 FIFTH AVE NEW YORKIONY. 


Sth floor 


Women's fashion flats, all with one inch Louis heel, are presented in this unusually 
informative ad. At left; Veiling Straw, in nylon, and Plain Pump, in kid. At right: 
Imported Silk and wool Challis. New York (6 cols). 
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Advertised in LIFE and ESQUIRE 


YORKTOWN’S 
PROVEN IN-STOCK 
SERVICE CAN INCREASE 
YOUR TURNOVER (iQue geet 


Men's Style 2114 
Brown leather, 
Yorktown’s in-stock service has built a reputation for slice 
reliability and fast action. Fill-in orders get immediate 
attention so that stocks turn faster and profits increase. 
This — coupled with Yorktown’s tremendous 


coverage of top-selling styles such as these genuine 


Ripple Sole® models and complete size ranges for 


men and boys — is a combination that is outstanding 
in the important middle market. 


EVERYTHING YOU NEED FOR A PROFITABLE 
OPERATION FROM A SINGLE SOURCE 


101 Styles for Men, Sizes 6-14, $10.95-$14.95 retail 
24 Styles for Boys, Sizes 2%-7, $8.95-$9.95 retail 


IN STOCK FOR IMMEDIATE DELIVERY 


Men's Style 2101 
and Boys’ Style 323 
Black leather, 
Ripplex Sole 
Men's Style 2112 
and Boys’ Style 324 
Brown leather, 
Ripplex Sole 


FOR MEN AND BOYS 


Three Generations of Fine Shoemaking 
Write now for catalog or for salesman to call 
GARDINER SHOE CO., INC., MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT, GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bldg., 47 W. 34th Street 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles Street, Los Angeles 
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Retail Trade 





ing to the high school crowd were 
literally cleaned out of white pumps 
and white flatties for graduation and 
other school events. 

footwear, for the entire 
family, continues to be a sales leader. 
rank first in 
children’s departments, slip-on flat- 
women’s departments, and 
either tie or gored-vamp oxfords in 
the men’s, And the white tennis shoe 
is still number one with the teenage 
girls! Many retailers report that a 
very small percentage of their sales 
are in “staple” shoes, what with the 
canvas footwear and 


Canvas 


Classic tennis shoes 


ties in 


emphasis on 
summer casuals. 

Unexpectedly, the demand for 
Ripple® soled men’s” shoes _ is 
stronger than ever, even for warm- 
weather wear. And sales are increas- 
ing on Ripple soled shoes for women. 
One retailer said that, in his opin- 
ion, one reason for the growth in 
popularity of the Ripple sole among 
women was, “the husbands have 
worn them long enough to talk the 
women into trying them.” All in all, 
the general feeling here is, ‘‘busi- 
lot worse, and it 
could be a lot better!” 


could be a 


ness 


Sellers Now Open 

Saturdays in Boston 
BOSTON’S retail shoe stores this 
summer are joining the larger de- 
and specialty stores in 
an interesting experiment. For the 
first time in several years they will 
remain open on Saturdays during 
July and August. The one exception 

will be Saturday, July 5. 


partment 


The plan, originated by the Re- 
tail Trade Board of the Greater 
Boston Chamber of Commerce, is 
designed, of course, to help recoup 
merchandise 
gories caused by spring’s inclement 
weather and, possibly, to extend 
increases already had in other cate- 
gories. 


losses in some cate- 


Competition is forcing most of 
the smaller stores to follow in the 
footsteps of the larger establish- 
ments although many retailers have 
their fingers crossed. They question 
whether the additional business 
will justify the increase in operat- 
ing costs. July and August, several 
have pointed out, are vacation 
months and potential customers, 
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even though not on vacation, have 
a habit of taking long week-ends 
away from home. Then, too, there 
is the desire to give store employes, 
and themselves, more leisure time 
during the heat of the summer. 

One high-style shoe store in the 
Back Bay shopping section, where 
the resistance to the plan is most 
marked, has decided to close dur- 
ing July and the first half of Au- 
gust and reopen for the two Satur- 
days preceding Labor Day. Other 
will try the “open every 
Saturday” plan “for a few weeks 
until we see how it works.” Prac- 
tically all downtown stores will fol- 
the lead of the department 
stores. 

Most shoe retailers have done a 
good business thus far this year. 
Some are only slightly under last 
year’s figures; others are ahead. 
The latter include both high style 
shoe outlets and stores selling mid- 
dle of the road styles. 

In the former classification is the 
Bonwit Teller specialty store in the 
3ack Bay shopping area. Summer 
shoes in bright colors are reported 
to be selling well—also whites. 
Popular patterns are pump types, 
many with vamp and throat orna- 
mentation; and straps of various 
kinds. 


stores 


low 


Among the more conservative 
stores reporting an increase is that 
of the Solby Bayes Company at 45 
Winter Street, downtown. May fig- 
showed an increase of 15 per 
and early June sales, during 
week at least, were 20 per 
cent ahead of the same week in 
1957. Blue, black, red and white 
all sold freely during the early 
part of the summer. Meshes were 
strong in street and dress types 
and casuals showed no sign of los- 
ing their popularity. 

While there had been little really 
warm weather prior to mid-June, 
whites got off to an early start and 
have been accounting for much of 
the volume. 

“Whites are stronger than last 
year,” it was noted at the E. W. 
Burt & Company store, 17 West 
Street. With other light colors, it 
is expected to contribute most of 
the volume which lies ahead. To 
date, light beige has been selling 
best in this color group although 
red, blue and black have also been 
bought freely. Straws have been 
good during most of the spring 
season. In dress shoes of the semi- 
conservative type, best selling pat- 
terns have been T-straps and 
pumps. 

Light beige has been selling well 
at the Curtis Enna Jettick 
at 133 Tremont Street. Blue 

[CONTINUED ON PAGE 53] 


ures 
cent 
one 


also 
store 





m. wolf's transition stripes 
Our own we line ende ¥ > 


the mm 


A “twelve-month, any-part-of-the-world shoe" for vacation traveling is this multi- 
stripe linen available in high or mid-heels, T-strap or pump. Matching bags are 
mammoth size for everything from passport to perfume. Houston (8 cols). 


Boot and Shoe Recorder 





= any, he has been north, south, east Tire and Rubber Company—in their 
Profile: Edward Russell, Jr. ?#"” . — ub I pole 
and west .. . contacting buyers college training program—with the 


throughout the United States; and idea of going into their foreign office 
from discussions with them about branch. In 1941, he was offered a 
knew their reputation. Knew it the detailing and specification of chance to go to India as assistant to 
was sound and felt it would be a patterns and designs, he has gleaned the man in charge of sales there. He 
wonderful organization to be asS- jnvaluable knowledge and experi- was all set for it! However, his local 
sociated with. Ed Russell’s name was ence. draft board had other ideas. They 
suggested to Maxey Jarman by a Mention travel and Ed Russell’s wanted him closer to home! So.. . 
mutual friend. After one or tWO enthusiasm for it communicates it- he joined the Navy ... “to see the 
meetings with him and several ses- gelf immediately. He has always world.” He spent three years in the 
sions with Ben Willingham, he loved going to far-off places. Even Pacific Ocean area (1942-1945). 
joined the General Shoe Corporation considered the foreign diplomatic During his Navy career, he was in 
in September 1957. The following service when he graduated from Van- command of two ships and he credits 
month, he was named president of derbilt University. However, he set- his war years with teaching him 
I. Miller & Sons, Inc., in charge of tled for a job with the Firestone [CONTINUED ON PAGE 50 | 
sales and manufacturing. 

“IT have always had a feeling and ay” Y 
a flair for fashion,” says Mr. Russell. 7 
“T like to work with things that have 
eye appeal. Surely, here at [. Miller, | Wwe 


these elements are given their broad- 


est, most constant expression. | 

Fashion and the selling of shoes are | I Uj 
not too drastically different from | ‘Z 

fashion and the selling of fabrics. Of 


course, the actual manufacturing 


processes and operations may be un- | (- ee and we Y @ glad of it) 


familiar but, for the most part, there 

is an established formula. You can Even WE had no idea that 
always tell a superior product from 

the mediocre or poor one. 


® 
“What I hope to do, with the fine ole 
cooperation of all the people here, is * 
to maintain I. Miller’s fashion lead- fe 


ership, quality and reputation .. . 
built up over the past three genera- ALE 
tions. Consumers have the money to 


buy our shoes; and we must give WOULD ZOOM AHEAD OF OUR ENTIRE 
them what they want. Never under- 58 QUOTA ... IN JUST 14 WEEKS! 
estimate the taste of the women 

across the country, nor their ability Incredible? Fantastic? Yet TRUE! First quarter '58 RIPPLE" Sole 
and desire to buy fashion merchan- sales jumped to 400 per cent over '57, and sales since have shot 
dise. Remember, the transition past the 2,000,000th mark! Our conservative prediction NOW? 
period from the high quality field 3,500,000 PAIRS IN '58! No recession here! Are YOU prepared 


down to the moderate is much for the demand? 

shorter than it used to be. Things Don't be misled by imitations: 

you see at the top style centers are ONLY Genuine, Patented RIPPLE" Sole 
translated downward at a much Amorts wething shock * Helps 


U.S. Pat. Nos. balance weight °¢* Lengthens 


7 ana ’? ~ “ . : ‘ 
faster pace. Heat petl stride ¢ Gives terrific traction 


Ed Russell believes in working ONLY Genuine, Patented RIPPLE” Sole 
closely with the designing staff .. . . is tested continuously at two West 


ee ee 
getting to know and _ understand A NE: Ae aT onary 
refinement. 


their eer. .. and working them ONLY Genuine, Patented RIPPLE” Sole 
out. He says: “There are many ways 4 7 is promoted for you by national 
of taking fashion and making it ac- advertising campaign 

ceptable to the salesman as well as 
the consumer. I don’t believe in sit- 
ting at the desk. Only by traveling ; 
about . .. to the places where the a4 ORDER NOW! 

Treadeasy style by 


people are ... can you get the look P. W. Minor & Son, | Write for FREE soles aids 
and feel of the pace-setting fash- 


| CONTINUED FROM PAGE 28 | 





$5349” - 


*TM—RIPPLE SOLE CORP 


‘ s anufactured under license from RIPPLE SOLE CORPORATION by 
ions.”” And he has followed that con- (E> 7 

cept. In the comparatively short KED) BEEBE RUBBER COMPANY 
time that he has been with the com- NASHUA, NEW HAMPSHIRE 
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innersoles insure foot-comfort for millions 


For more than 30 years, Onco Innersoles have 
brought utmost foot-happiness to millions. 

New manufacturing techniques enable us to make 
Oxco more flexible—more durable —so good it is 
guaranteed to outlast the life of the shoe. 

The strength, uniformity, breathe-ability and 
transverse rigidity of ONco add sales-appeal to any 


ret 

lL ae 
= 

aii - 


shoe — provide maximum resistance to sweat, odor, 
bacteria and mold. 

Improved Onco is processed from Brown Com- 
pany’s exclusive Solka® pulps. It combines the finest 
cellulose fibres with the best binder for the job. 

For samples and complete information, write 
Dept. AC-7, Boston. 


INSOLE-ATED 
first and still finest afoot 


BROWN [ii COMPANY 


Mills: Berlin and Gorham, N. H. 


General Sales Offices: 
150 Causeway Street, Boston 14, Mass. 


Boot and Shoe Recorder 





Manufacturing - Markets 





New England 


Many New England manufacturers of women’s shoes 
reluctantly shut down at the close of work on June 27 for 
the two-week vacation period called for in their 1958 
contract with the United Shoe Workers of America, 
AFL-CIO. 

Their reluctance was understandable. Many have more 
orders on hand than at any time since the onset of the 
business recession. Moreover, they have been pressed for 
earlier deliveries than had been anticipated. This, plus 
the fact other women’s shoe factories planned to close for 
one week only, led at least one employers’ group, the 
Haverhill Shoe Manufacturers’ Board of Trade. to notify 
union officials that when negotiations begin on the 1959 
contract, they will insist on a reconsideration of the vaca- 
tion schedule. 

Even some of the workers are unhappy. 
manufacturers report that employes requested them some 
time ago to resume operations after a one-week shutdown. 
Included among these employes were those who, although 
scheduled to get a two-week vacation, were limited by the 
terms of the labor contract to only one week’s pay. Most 
contracts, as they now stand, entitle to a full two-weeks’ 
pay only those who have been employed for five or more 
years. 

The pick-up in business. noted several weeks ago, has 
continued at an accelerated pace. In the Auburn-Lewiston 
area of Maine. laid-off employes are returning to work in 
larger numbers. In New Hampshire, the State Division 
of Employment Security recently reported six consecutive 
weeks of increase in shoe industry employment. Even 
men’s dress shoe production is gaining, although backlogs 
had not reached comfortable proportions in mid-June. 


Chicago 


THE upturn in the shoe business in the Chicago area is 
gradual, but it is present. The opinion of most shoe men 
is that the swing is sound and based on very definite im- 
proved factors in the economy. Business at the retail level 
has been on the upgrade ever since early May. Most 
retailers had bought lightly (many well below normal 
into 


A few Lynn 


requirements) and the improved sales cut deeply 
inventories. Some were caught with shortages. But nearly 
all have plenty of room for good spreads of fall shoes. 
The strongest sector is still in the moderate price range. 
for children, and 


This means concentration on $5 shoes 
the $10.95 to $14.95 for both 
However, the trend away from higher priced merchandise 


range men and women. 
appears to have abated. at least for the present. 
Many retailers are asking early delivery— July 


August on shoes they usually receive in September. This 


and 


There is also a 
change in attitude regarding price. still 
looking for promotional items and they are buying heavier 
on moderate priced shoes. But, 
completely away from their regular higher priced lines. 
In fact, at the recent Chicago Fall Shoe Market some of 
the better grade children’s shoe lines had their best sea- 
Since most back-to-school merchandise 


is another indication of low inventories. 
Retailers are 


they are not steering 


son in some time. 
is now in production, current children’s business is looking 
to September and later delivery. 

New high fashion details and treatments are proving a 
stimulus in practically all price brackets of women’s <hoes 
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The so-called trapeze last. extended soles. ribbed sole 
treatment, and unlined flexibility all add life to the mar 
ket. The pointed toe has taken over for the tapered in 
the high fashion types and the tapered is dominant in the 
more conservative areas. The mid-heel is responsible for 
many 
sandals. 

Men’s business has lagged somewhat behind womens 


new patterns in most style houses, particularly in 


and children’s in improved sales, but there are signs that 
it will also follow the trend. Orders indicate an increased 
preference for casual and sport styles. This includes slip- 
ons, hand stitch and turns in two and three eyelet ties, 
and unlined Italian silhouettes. 


New York 


SHOE manufacturing in New York will be marking time 
for the next two weeks while factory people take their 
usual vacation. When operations resume there is every 
expectation that production of shoes for the new season 
will get under way with renewed vigor. Orders that were 
not completed before the vacation will take precedence, 
followed closely by those specifying August and September 
deliveries. 

Comments from manufacturers reflect the state of busi- 
“It could be better. We have orders but 
the pairage is less than last year.” 

Or, “Our fall bookings are substantially 
year ago. We believe this is only a temporary 
It will probably pick up about the middle of next month 
and then we will have a very good season.” 

Others say, “All of our accounts are active. We are get 
ting orders from all of them but they are smaller. Some 
times the decrease ranges from twenty to thirty per cent off 


ness. They say: 


lower than a 
situation. 


the usual pairage.” 
“Business has been pretty good. Practically 
had quite a slump earlier but it has picked up substanti 


every one 


ally.” 
Merchants continue to place their orders cautiously, in 
the hopes of maintaining their inventories in good position 
At the same time, they will rely upon in-stock 
take care of any immediate orders. 
No definite promotional color 
for the 
major 


shoes to 


has as yet emerged in 
Black, as 


orders in 


women’s shoes new season. usual, ac 


counts for the portion of the suedes, 


smooth leathers, peau de soie. 
on the closed shoe and the mid-high heel. There is also a 


Emphasis continues to be 


In children’s 
for the 


good deal of interest in the brushed leathers 
shoes, the color line up is red. blue. brown, gray 
girls; black, brown. dirty buck for the boys. 

New York shoe manufacturers are optimistic about the 
opportunities for good business in the season ahead and 
they are gearing their production facilities on that premise 


and promise. 


St. Louis 


Eary June found ‘ei Louis shoe production at a stand 
still, with the majority of the firms closed for regulation 
handling 


Salesmen for companies 


two week vacations. 
shoe materials and supplies used this slack manufacturing 
period to vacation also. so that the industry in early June 

was nearly dormant 
With the reopening of factories. producers 
CONTINUED OWN 


tallied order 
PAGE 58 
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Profile: Edward Russell, Jr. 


CONTINUED FROM PAGE 47] 


“teamwork” and the importance of 
“communicating” two factors 
that are basic requirements in any 
job. 

After the war, he went to work 
with Stackpole and Sons in Harris- 
burg, Pa., publishers of magazines 
on contracting, trade and text books. 


He learned the 
ing ... layout, 
Got his finger 


all this has served him well 


mechanics of publish- 
make-up, production. 
in the “inkwell” and 
ever 


since. It gave him a better under- 
standing of the problems involved in 
advertising and promotion and the 
ability to with 
they arise. 

He stayed with Stackpole for only 
a year; and after wrestling with the 
idea of what to do and where to go 
... he made his decision. He would 
go back to New York and try to get 
into advertising or textiles .. . some- 
thing with eye appeal. He made a list 
of the top ten firms. The first one 
was Bates Fabrics. He went to see 
them and fortunately, they had an 


cope situations as 


QUALITY 


boys’ shoes that 


give you 
STEADY PROFITS and 
STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 


features that guarantee their long wear, fine 


#7640 


FRESH, NEW 
DETAILING in a 

wing tip oxford, 
black smooth 
leather, Pacifate 
twill lining, Nylon 
stitched, Combination 
last, Goodyear welt. 
IN-STOCK, A, B, 4 to 7; 
G sue © 7:0; 3 7. 
Also in tan as #7641. 


GUARANTEED “RiP. 
PROOF" NYLON 
CLOSED SEAMS 


check these 
unique 

features for 

longer wear 


WIDE VARIETY OF 
LONG-LIVED OUT SOLES 


Write today for 
FREE 
IN-STOCK catalog! 


WELTING 


fit and genuine comfort. 


They're espe- 
cially crafted to stand up under the 
rough use boy’s shoes receive, and 
give the kind of wear that brings 
customers back! If you sell 

boys’ shoes, you owe it 
to yourself to investi- 


gate Brooks! 


DOUBLE TOP 
STITCHING 


GENUINE LEATHER 
QUARTER LININGS 


“BROOKSY” 
GENUINE ANALINE 
TYPE LEATHER UPPERS 


GENUINE LEATHER 
INSOLE 


~~ “TIP-TOE” BRASS 
NAILS LOCK SOLE 
ADD EXTRA WEAR 


THE WILLIAM. BROOKS SHOE CO.— NELSONVILLE, OHIO 


“World’s largest independent manufacturer of boys’ welt shoes” 
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opening in their advertising depart- 
ment. They hired him on the spot. 

As we mentioned before, he went 
from Bates to Avondale, to I. Miller. 

Mr. Russell is married to Louise 
Carpenter of California. They met 
in Honolulu during the war and were 
married there. They now live in New 
Canaan, Conn. Have two children... 
a son, eleven years old, and a daugh- 
ter, eight. The family enjoys being 
part of the community and partici- 
pates in both church and local wel- 
fare activities. 


Strong Second Half 
for Sales and Production 
[CONTINUED FROM PAGE 33] 
creased 9 per cent, the 5 to 9 group 
was up 19 per cent, 10 to 13 up 25 
per cent, 14 to 17 up 19 per cent, 18 
to 24 up only 1 per cent, 25 to 34 
down 3 per cent, 35 to 54 up 8 per 
cent, 55 to 64 up 7 per cent, 65 and 
over up 14 per cent. Over the next 
five the increases and de- 
creases probably will run about as 
5 group down 4 


years 


follows: the under 5 
per cent, the 5 to 9 group up 9 per 
cent, the 10 to 18 group up 14 per 
cent, the 14 to 17 group up 24 per 
cent, the 18 to 24 group up 15 per 
cent, the 25 to 34 group down 9 per 
cent, the 35 to 54 group up 5 per 
cent, the 55 to 64 group up 9 per 
cent and the 65 and over group up 
14 per cent. 

The accompanying tabulation 
gives a significant perspective on 
the second half potentials by show- 
ing the relative monthly sales per- 
centages for each of the years since 
1950. The second half is almost uni- 
formly the best period of the year. 
It is noteworthy in connection with 
the coming half of 1958 that a heavy 
proportion of total sales for the year 
1957 took place in the second half 
of that year. July passed the preced- 
ing year substantially and August 
represented relatively the best such 
month in the accompanying record. 

It will not be easy, accordingly, 
to top the record of July and August 
last year. But the Board believes 
that with adequate energy and pro- 
motional effort the industry can 
show substantial gains in other 
months of 1958, with the overall con- 
sequence of the full second half of 
this year exceeding the second half 
of 1957. 

The high proportion of sales 
achieved in the second half of 1957 
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(53 per cent, compared with 47 per 
cent in the first half) has been ex- 
ceeded in some recent years, though 
in certain other years the proportion 
was smaller. In the second half of 
1956, for example, sales were 52.7 
per cent of the year’s total, with 47.3 
per cent having been done in the 
first half. 

Percentage of sales to the total 
year seems high for the second half 
of 1955—at 53.1 per cent, compared 
with 46.9 per cent for the first half 
of 1955—but it was actually a little 
under the 1954 showing. In the sec- 
ond half of that year, the proportion 
of sales reached 53.7 per cent, com- 
pared with 46.3 per cent done in the 
first half of 1954. In 1953 the sec- 
ond half experienced 52.8 per cent 
of the total year’s business, com- 
pared with 47.2 per cent done in the 
first half of 1953. 

The difference in more 
extreme, with 53.9 per cent done 
in the second half and only 46.1 per 
cent in the first half. In 1951 it was 
50.2 per cent in the second half and 
49.8 per cent in the first half. The 
relatively high buying of the 1951 
first half was caused by the Korean 
War scare stimulus. This gradually 
tended to quiet down as it became 
evident that the nation’s productive 
capacity could support both the 
Korean War and consumer demands. 
The sales division in 1950 was 52.3 
per cent in the second half and 47.7 
per cent in the first half. 

In any event, the Board's 
sensus points to an active second 
half of 1958. It is felt that the shoe 
industry, with all the favorable fac- 
tors detailed in the preceding para- 
graphs, is likely to gain this year 
in the never-ending battle among 
all industries for a larger share of 
the consumer’s dollar. This had been 
a losing trend for years, but the 
3oard feels the tide is turning with 


1952 was 


con- 


stepped-up promotion and _ selling 
to an increasing population and 
through more and finer retail out- 
lets. 

Impressively as the shoe industry 
has weathered the recession, it is 
likely to operate more successfully 
in the more favorable economic cli- 
mate anticipated by the Board for 
the second half of 1958. Bases for 
pessimism have been widely and 
excessively publicized, and they are 
not, in the Board’s view, as destruc- 
tive as some think them to be. 

The recession was sparked origi- 
nally by money conditions, the tight- 
est in many years, followed by sharp 
cuts in Federal expendi- 
tures, heavy inventory reductions 
and decreases in plant and equip- 
ment spending. Regarding 
conditions, the Government had 
the summer of 1957 produced the 
highest structure of 
in a quarter century. 

Object was to cap an inflationary 
wave of prices. Because of the pain- 
fully high cost of money, expansion 
plans in some instances were post- 
poned, plans 
tarded, inventory buying was held in 
check, and home buying cut sharply. 
Deflation engineering of the Govern- 
ment thus had worked, even though 
price inflation was _ not in 
many instances. 


defense 


money 
by 


interest rates 


renovation were re- 


stopped 


Now, however, the policy has been 
strongly Both discount 
requirements of 
banks have been reduced to the point 
where there is a great deal of money 
available at attractive rates. Those 
who had gone lightly on inventory 
buying, plant and equipment, and 
the buying of new homes are now 


reversed. 


rates and reserve 


encouraged to—and many very likely 
will—make their commitments. 
With regard to defense cuts, these, 
like tight money, brought 
economic activity and stimulated 


lowered 


what turned out to be a major un- 
employment wave. Now the defense 
cut policy, too, has been sharply re- 
versed. Total defense - procurement 
contracts, including construction and 
other classes, which had totaled $17,- 
800,000,000 for the year 1957, are 
scheduled at $23,600,000,000 this 
year. This is a jump of about $6,- 
000,000,000! 
ingly, should 


Employment, accord- 


rise progressively as 
these contracts bring about activity. 

Heavy inventory reductions, which 
previously had 
swelling the recession, simply repre- 
sent the normal workings of the eco- 
nomic There had of 
over - expansion of 
stocks and perhaps tight money had 
prevented this from 
worse than it was. Inventories, how- 


been mentioned 


as 
« 


cycle. been, 


course, some 


excess being 
ever, have been cut deeply, and we 
are at the up-point of the inventory 
cycle, with acquisitions likely to ve 
stimulated by easy money conditions. 
Rebuilding of inventories will be a 
major stimulant to general business 
improvement for the nation. 
Reductions in plant and equipment 
indi- 
for 
that a 
condition of excess capacity exists 


expenditures also have been 


cated emphatically basis 


as a 


pessimism. Some maintain 


generally throughout industry as a 
result of over-expansion. These con- 
tentions, however, lose sight of the 
fact that technology does not stand 
still and that much machinery nowa- 
days is replaced, not because it is 
worn out but because something new 
and more efficient has been devel- 
oped. 

Present attractive borrowing con- 
ditions, moreover, are bound sooner 
to work of the 
money effec 


and 


or later in reverse 
which 
much plant 
Many blueprints 
off the shelves. 
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tight policies 

tively 

equipment buying. 
reappearing 
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are 





MONTHLY 


MONTH 1950 


January 

February 

March 

April 

May 

June 

July 

August 

September 

October 

November i 
December 11. 


TOTAL 


100.0 


July 1, 1958 


SALES PERCENTAGES 


1952 


_ 
<= 
“ 
- 


1953 1954 


6.4 
| 
6.8 
10.2 
8.4 
8.8 
7.6 
tcl 
9.5 
9.) 
8.5 
11.9 


an 


_ 
VwnNnn 


R--ee) 
NS 


ee) ee 9) 0 oe 8) 


enn 


~n 


~_ co 
ir) 


_-—_ 
mo OHS SO oN 


_ 
= 
o 
_ 
-~ol 


11.3 


0.0 100.0 100.0 100.0 


OF TOTAL 


YEAR 
1956 
6.0 


5.6 
99 


a 2 


’ 


x 


tS 2 ewe Sin 


100.0 100.0 100.0 





Then, the vital push of expanding 
population and huge markets ahead 
requires that the sage businessman 
have adequate production facilities. 
Keen competition dictates the abso- 
lute necessity of efficient plant and 
machinery. 

Unemployment also is being lime- 
lighted by strong 
minus factor in the present economic 
Unemployment, however, 
is an effect, not cause, of the reces- 
The forces which brought it 
(defense-spending reduction, 
excess - inventory liquidation, high 
cost of money, etc.) are, for the most 
part, operating in reverse. 
Along with other Government ac- 
tion, they will restore an employ- 
ment uptrend. Certainly, the Board 
feels, the alert and ingenious people 
in the shoe industry will not lack 
opportunity for bumper sales in the 
second half of 1958. 


pessimists as a 
situation. 


sion. 


about 


now 


Modern Lighting 
Helps Sell Shoes 

| CONTINUED FROM PAGE 29] 
a tube. Too, the tubes today have 
improved that two 
service is not unusual, Mr. Sorcher 
said. 


been so years 


The soft lighting is produced by 
the multiple deflection of light 
tween the true ceiling and the top 
of the plastic glass. When the light 
filters through the glass to the store 
below it is almost without glare. 
Mr. Sorcher has found that the 
lighting is highly important in 
prompting persons to enter the store 
and buy. It also complements the in- 


be- 


terior decoration. 

The store is indeed attractive. A 
single room encompasses _ selling 
for both male and _ female 
grownups, and the little ones. Each 
area is provided its identity by the 
decor. 

A gay mural showing children at 
an amusement park covers an entire 
wall. Beneath it children are fitted. 
A display rack of slippers and cas- 


areas 


uals at the front of the store sets up 
the women’s section; a double line 
of fitting chairs is placed at right 
angles to the display. 

A waist high combination display 
and room divider marks the begin- 
ning of the men’s section. Mr. Sorch- 
er is especially glad he put in a 
separate men’s area when the Boot- 
ery was remodeled and expanded last 
August. 
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The section consists of a row of 
roomy leather-covered chairs which 
face a stock area. The shoe boxes 
are visible and handy. A large potted 
plant provides a single splash of 
green. The atmosphere is masculine. 

“This men’s area,” Mr. Sorcher 
said, “is the best idea I ever had. 
When a man comes into the store his 
manner is indifferent, or at best dis- 
interested. When you invite him 
over to the men’s area he brightens 
right away. It shows you are think- 
ing of him as a person rather than 
only as a figurehead—somebody who 
happened to tag along with the wife 
and kids.” 


Baker Reporting 
from Washington 

| CONTINUED FROM PAGE 24] 
foreign 
congress- 


employment is caused by 
competition, individual 
men report that it’s at least a fac- 
tor to be reckoned with, and they’re 
not planning to annoy the voters 
further ignoring com- 
plaints concerning foreign competi- 
tion. 

Although the tax- and _ tariff- 
writing House Ways and Means 
Committee has approved a bill em- 


by local 


The Uneluttered Line 














The uncluttered, sharply defined line in 
women's shoes has been an important 
selling feature that will carry over from 
the summer season into early fall and 
cruise wear. MACKEY-STARR achieves 
this look in both closed and opened up 
types such as these. The pump gets its 
excitement from the material . . . pat- 
tern stamped in gold on white satin... 
elegant as is but dyeable to any shade. 


bodying nearly all that Ike asks, 
opponents are planning a major 
assault on the bill when it reaches 
the debate and vote stage in the 
House and in the Senate. 


There’s at least one good result 
of the current recession: Money 
markets, nearly frozen solid a year 
ago because of high interest rates, 
are being thoroughly thawed. 

Government money managers are 
noting sharp drops in interest rates 
for short and intermediate business 
credit, which has been the hardest 
hit victim of sagging sales. Long- 
term financing markets, particu- 
larly bond rates, are showing only 
mild declines, they report. 

U. S. Commerce Department fig- 
ures on corporate, personal, and 
government debt show the trend 
that has forced the money market 
to loosen. For the first three quar- 
ters of last year, borrowing was 
slowly slackening off, but inflation 
was a threat, the government was 
borrowing fast the paper 
could be printed, and the Federal] 
Reserve held interest rates high. 

Total net debt rose from $700 bil- 
lion to $726 billion during 1957. 
Most of this was in the first nine 
months of the year. This increase 
was only a little less than in 1956, 
but was less than half the jump 
recorded in 1955. 


as as 


Leased Shoe Departments 
| CONTINUED FROM PAGE 35 | 


the store in such matters as delivery 
services, credit facilities and lowe. 
advertising rates. 

5. Mistakes such as 
the department, display 
can be easily adjusted. 


location oi 
problems 


Disadvantages to the lessee: 

1. Once the department is built in- 
to a financial success, it can be lost 
very easily upon the termination of 
a contract. This has been known to 
happen, after a department has been 
built up and the store feels it can 
operate it successfully. 

2. Since lessees cannot 
themselves to the customers but 
must assume the identity of the 
store, they lose all good will that 
might have accrued. 


identify 


Miss Ruth Klump, vice-president 
of Valley Shoe Corporation, St. 
Louis manufacturer, is back on the 
job after a serious illness. 
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New Philadelphia Chandler’s 
Sparkles with Color 


|CONTINUED FROM PAGE 40] 


The two departments have a com- 
bined selling space of more than 
3100 square feet. The first floor is 
decorated in shades of pastel rose 
and plum, with contrasting elements 
in shades of pink, peach, lavendar, 
white and gold. The main ceiling is 
painted pastel rose above a mottled 
pink-beige and gold carpeting. Be- 
hind the 37-foot handbag and ho- 
siery counter the wall is decorated in 
oyster white vinyl grass cloth and 
white Imperial silk. The other walls 
are covered with hand-painted tex- 
tured canvas in mottled white-and- 
gold, pink and lavender. Chairs and 
settees are in harmonizing shades 
of pink and peach in an elegant con- 
temporary print. 

An elevator takes customers up to 
the second floor salon, where several 
new shades are introduced to give 
the department its own distinctive 
atmosphere. There touches of 
mauve in the drapery and violet in 
the canopy over the handbags and 
hosiery. Chairs add a 
bright shade of turquoise to contrast 
and blend with the overall theme. 

The total effect aims 
ing of serenity and restfulness, with 
a sparkle of color to make shopping 
a pleasant experience. 

Edison Brothers Stores, Inc., feels 
that store appeal is productive, and 
that beauty and modern atmosphere 
are also productive. The company’s 
policy of designing and merchandis- 
ing each store individually accord- 
ing to the fashion tastes of the com- 
munity helped prompt the ultra 
smart appointments in the new Phil- 
adelphia Chandler's. 

Chandler’s came to Philadelphia 
a “stranger,” or so company Officials 
thought but in spite of dismal and 
severe weather opening day found 
the chairs filled, aisles jammed, mer- 
chandise moving. Response, com- 
pany spokesmen report, may have 
been due in part to the increased 
mobility of women today. It is pos- 
sible that Philadelphians had seen 
or shopped Chandler’s in other parts 
of the nation. 

Larry LaBate, a native Philadel- 
phian who formerly managed Chan- 
dler’s in Yonkers, New York, man- 
ages the new Chandler’s. Bill Langs- 
ton is regional manager. 


are 
settees 


and 


for a feel- 
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Retail Trade 
[CONTINUED FROM PAGE 46] 
and black show signs of falling off, 
it was reported. Ridged crepe sole 
styles have been popular in casuals 
while in dressier shoes with leather 
soles, pumps have been outstanding. 
Figures compiled by the Federal 
Reserve Bank of Boston, further- 
more, show that department stores 
have not fared badly. During the 
first four months of 1958, only chil- 
dren’s were off. They 
were per cent below last 
year’s figures. Sales of women’s 
shoes were unchanged from 
year. Men’s and boys’ shoes and 
slippers increased six per cent. 


shoe sales 


seven 


last 


Miami Style Trends 
Termed Unpredictable 
SHOE styles in the Miami area 
are as varied, as tropical summer 
weather — and as unpredictable. 
Trends are changeable, too, accord- 
ing to Miami and Miami Beach mer- 
General managers of 
eral stores in South Florida 
report sale of nationally advertised 


chants. sev- 


shoe 
shoes slightly off—some 12 per cent 
—while 
“about normal.” 

There’s a brisk selling of women’s 
Italian stripes in this resort state, 


others declare business 


according to sales slips, and the girls 
are going for prints in a big way, 
One 
this 


as. well. shoe store 
reported 
white one, for women’s shoes while 
conservatism | still 
men’s styles. The male still prefers 
black. Melon and light blue are get- 
ting a good play in this play area 
of the U.S.A. 

All stores agree on the trend to 
but merchant 
a lessening of the buying pace of 
loafers, with mesh definitely coming 
into its own, and a decided upswing 
in the purchase of two-tone shoes. 

Popular priced play shoes are sell- 


manager 
season definitely a 


predominates in 


casuals, one reports 


ing well during these summer vaca- 
tion days, with canvas types giving 
way to a little more dressy variety, 
and, as always, the plain, simply 
tailored pump is in favor. 

“Sales, and 
killing the retailer,” is 
tion of one chain store owner, 
is slanting his sales promotion ideas 
to selling merchandise instead of 
give-away sales and gimmicks. He 
wants customers in his store because 


sale advertising are 
the conten- 
who 


they want to buy shoes, not because 
they can get something for nothing. 
Institutional promotion and edu- 
cating the public in regard to good 
practical footwear are his aims, and 
he finds TV promotion a tremendous 
success in these lines. Also, he is 
offering his managers a bonus for 
new ideas in shoe salesmanship, and 
to show his faith in this area, and 
in the country’s economic upswing, 
has two new stores under construc- 
tion, both to be in 
Easter of next year, and both to be 
located in strategic shopping centers 
that are springing up in outlying 
the district. 
Both open and closed toes, as well 


operation by 


areas throughout 


T-straps, con- 
department 


as sling backs, and 
tinue in popularity in 
store buying, and one of the larger 
stores in South Florida has recently 
completed a successful promotion of 
mock ostrich, in all pastel colors. 
Children’s shoes are falling in line 
with adult according to 
one long-established children’s boot- 
ery, mother-daughter, father- 
son shoes are gaining in popularity, 
pointed for the 
“just like 


fashions, 
and 
as are very toes 
young lady 
mommys.” 

There’s much exctiement 
terest throughout Greater Miami in 
the forthcoming show to be 
held at the Deauville Hotel at Miami 
Beach next September, the first show 
of its kind ever to be held here. 


slippers, 


and in- 


shoe 


New Easy Shoe Dye 

A NEW shoe dye that 
make shoes as easy to dye as shining 
them, has by the 
Schultz Co., Chemical Division, 4th 
and Spruce Streets, St. 
The new dye, Schultz-Instant Boot 
& Shoe Dye, it 
possible the successful re-dyeing of 
leather by and 
through old finishes. 
Old finishes and polishes need not be 


is said to 


been developed 


Louis 2, Mo. 
is reported, makes 
application over 
polishes and 
removed and no special preparation 
The dye is 
It will 
dye all leathers, even if wet or oily, 


of the leather is needed. 
non-toxic and non-flammable. 


and has a pleasant odor. One coat is 
all that 

The dye is available in a two ounce 
bottle retailing at fifty cents 
packaged in a patented “Clean-Way” 
for home 
in quarts and gallons for shoe and 


is needed on most leathers. 


and 
also comes 


carton use. It 


leather dyers, shoe repairers, leather 
goods manufacturers, etc. 





Laredo Shoe Fair 
Draws Crowds 


[CONTINUED FROM PAGE 39] 


world during the fair, pointing out 
in passing that shoes are made of 
leather and Texas produces plenty of 
cattle. News stories on the govenor’s 
proclamation were carried by the 
Associated Press, United Press and 
Long News Service. 

Sullivan up a full- 
time shoe fair office, to take care of 
the scores of details connected with 
the show 
chure, advertising, publicity, models, 
reservations, displays, Also 
pitching in, naturally, was the per- 
sonnel of Sullivan’s downtown office 
and his Richter’s depart- 
ments and the Scooti, Imperial and 
Sam Sullivan Shoe stores. 

Richter’s, and 
largest department store, cooperated 
by providing coordinated ensembles 
for the models to wear, and the as- 
sistance of its advertising and dis- 
play departments. Local talent was 
not used for the models. Only pro- 
models from the 
Southwest’s leading agencies, Ben 
Shaw Studios of San Antonio and 
Oklahoma City, took part in the 
Shaw came down to _ the 
personnally and under his 
direction the hard-working models 
did a highly commendable job de- 
spite the crowds and working in the 
with the temperature in the 
high 90s. They displayed shoes and 
ensembles at the motel’s swimming 
pool, on ramps set up on the grass 


set separate, 


invitations, a special bro- 


etc. 


outlets, 


Laredo’s oldest 


fessional one of 


show. 


border 


open 


and on the tile patios. 


Special Displays a Feature 


were another 
feature of the fiesta. United Shoe 
Machinery Corporation loaned its 
“Tell and Sell’ exhibit—with the 
name changed for public consump- 
tion to “How Shoes Are Made.” The 
exhibit was set up under an arcade 
rooms at 


Special displays 


which connects a row of 
the motel. 

International Shoe Company sent 
its display of antique and unusual 
shoes which was arranged behind 
glass in the main lobby of the mo- 
tel. 

H & J the 
Palter de of shoes 
with jeweled heels, which was dis- 
played under the watchful eye of 
armed guards. The jeweled shoes 
were shown on a float in the middle 


Blitz Jewelers sent 


Liso collection 
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of one of the motel’s lily ponds— 
with a steel fence keeping the pub- 
lic out of touching distance. 

There was plenty of music for 
the fair. Although the school year 
had ended, Elmo Lopez, director of 
the Martin High School band, had 
no trouble in rounding up 40 of 
his best musicians to play for the 
show. In addition there were 
“mariachis,” strolling musicians in 
Mexican and 
music. At intervals throughout the 
afternoon there were Spanish and 
Mexican dances by pretty girls 
from a Laredo dance studio. 

Sullivan turned the 
rights over to the Our Lady of the 
Lake alumnae, which gave the pro- 
ceeds to a Laredo Catholic school. 
Along with the usual sodas, cotton 
candy, ice cream and taffy apples 
available at fairs, there were more 
exotic, typically Mexican items 
such as tortillas and raspas. Sales- 
from the North found 
raspa is more generally known as 
a high class snow cone. 


costumes, recorded 


concession 


men out a 


Showings Informal 
Salesmen set up their displays 
and samples in individual rooms of 
the air-conditioned motel and 
showed the shoes informally as the 
visitors wandered in and out. To 
a man they were impressed at the 
many intelligent questions asked 
about their lines. Many took notes 
on the likes and dislikes expressed 
by the visitors and will bring them 
to the attention of home offices. 

There was an even flow of traffic 
throughout the show, which 
from 2 to 6 p.m., with no heavy 
rush periods and no slack hours. 
People were still trying to get in 
when the gates were closed. 

City and county officials recog- 
nized the importance of the show. 
Laredo’s mayor, Joe C. Martin, Jr., 
gave a cocktail party the night be- 
fore the show for the out-of-town 
and models. The nighi 
after the show county judge, Carlos 
I. Palacios, was host to the same 
group at a game dinner in the fa- 
mous Cadillac restaurant in the 
neighboring Mexican city of Nuevo 
Laredo. 

Sullivan received congratulations 
on the shoe fair from many of the 
nation’s leaders. Congressman 
Wright Patman termed the idea of 
a shoe show open to the general 
public as “intriguing.” Senator 


Was 


salesmen 


Lyndon B. Johnson, Senate major- 
ity leader and a friend of Sullivan’s 
for many years, also sent his con- 
gratulations. Senator John Spark- 
man of Alabama, with whom Sulli- 
van has worked in investigations of 
the Senate Select Committee on 
Small Business, sent his _ best 
wishes for the fair’s success. 
Others sending their congratula- 
tions were Senators Thomas K. 
Kuchel of California, Wayne Morse 
of Oregon and Estes Kefauver of 
Tennessee. 


Optimism Is Keynote 

In his early correspondence on 
the show, Sullivan had emphasized 
that “business is good in Laredo.” 

“The show project started about 
the time the publicity on the re- 
cession was hitting its peak,” Sul- 
livan said. 

“We feel that now is the time to 
‘bust a gut’ in the shoe business. 
“We have just completed the re- 
modeling of two of our stores. Busi- 
ness so far this year is 15 per cent 
ahead of last year. While we’ve got 
‘em coming, let’s give ’em_ both 
barrels.” 

Salesmen and lines represented 
at the Laredo show were: Jack M. 
Laster, American Boy and Ameri- 
can Gentlemen; T. French Snelling, 
Bostonians and Mansfields; Rudolf 
Baum, Buskens and Honeybugs; 
Lou Mirsky, Casuals of Dallas and 
D. Myers; Wilson, DeLiso 
Debs; Ben F. Heinberg, Elevators, 
Foot Joys and Signatures. 

Doyle Webb, Foamtreads; C. W. 
McKinney, Foot Flairs; Howard 
Tinsley, Freeman; Gene Langkop, 
Johansen; Bennie Kunofsky, Jolene 
and Debtowners; Tom M. DeMoss, 
Jumping Jacks; Art DeMaris, Kd- 
wards; Duke Geiger, Lazy Bones 
and Clinics; Sam Emmett, Lujano 
Italian Imports; Bill Owen, Old 
Maine Trotters and Gay-Wings; 
Bill Fuhr, Massagic; Jesse Gordon, 
Mercer Mocs; Walter R. Mitchell, 
Natural Bridge; Robert J. Klein- 
man, Nite-Aires; Gil Bryan, Paliz- 
and Dominic Romano; Jake 
Owen, Pied Piper; Milton Ellis, 
Plymouth. 

Cotton Williams, 
C. H. Wakefield, Beau-Ties and 
Beau-Teens; James Wesseling, 
Dress-Ups by Alexis and Sparkle- 
Toes; Dallas Neeley, Town & Coun- 
try; Bud Schwartz, Yorktown, and 
J. Rex Gross, Danvers. 


Ross 


z1i0 


Rhythm Step; 
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Some Highlights of NSMA’s Test Promotion 


by IVER OLSON 


Director, Marketing Research 
& Statistics, NSMA 


IN THE May first issue of BOOT 
& SHOE RECORDER, this magazine de- 
scribed the experimental approach 
which NSMA is using in Syracuse, 
Indianapolis and Omaha in order to 


et 
mer Comfon 


with the new in 


ightiveiqht 


STORE WAME : 
i 


.- 


retailers. (Indianapolis and Syra- 
cuse were test cities receiving the 
promotional kit whereas Omaha 
dealers were merely asked to coop- 
erate by conducting 
usual and submitting their figures 
to NSMA’s Market Research De- 
partment.) Although it was late in 


vA 


J STORE NAME 


business as 


} 
= t 


A poster and two of the newspaper ad mats supplied to cooperating retailers. 


determine what extra sales would 
probably result from an industry- 
wide promotion of men’s lightweight 
shoes for spring and summer of 
1959. 

Detailed results in this study, 
showing the breakdown of different 
types of men’s shoes sold during 
each month from March to August, 
as well as the trend in sales fot 
lightweights should be of value to 
both retailers and manufacturers 
when they plan next year’s merchan- 
dising and promotional efforts. Al- 
though these specific results will be 
confidential information for only 
those who participated, the BooT & 
SHOE RECORDER will be making in- 
terim reports covering some of the 
general highlights and sidelights on 
this test promotion. 

Perhaps the most significant find- 
ing of all to date is what happens 
when you bring a group of dealers 
together with a common objective in 
mind. Retailers among themselves 
will generate action and ideas that 
were not conceived in the test plan. 
Furthermore, this retailer group 
action more likely than not will re- 
sult in progressive activities. The 
bringing together of dealers is 
catalyst or leavening that triggers 
a host of unforeseen activities. 

One case in point is the emphasis 
given to lightweight shoes by deal- 
ers in the test cities, Indianapolis 
and Syracuse, as compared with 
that given these shoes by Omaha 
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March, 
join 


February and 
dealers were invited to 
test, and Indianapolis and 
Syracuse dealers had stocked no 
heavier on lightweights than 
Omaha dealers, the effect was still 
important. 

Test city dealers increased 
greatly their promotional emphasis 
on lightweights. The following 
table showing the number of ads 
run for various types of men’s 
dress shoes in the three areas dur 
ing May demonstrates this point. 

Another effect of the test which 


the 
when 
in the 


season, 


was not foreseen was the formation 
of joint promotions by various 
groups of dealers, even those who 
could be considered competing with 
one another. For example, in Beech 
Grove, a shopping area lying at the 
periphery of Indianapolis, six deal 
ers banded together in an advertis- 
ing schedule for the local 
paper, the Perry Township Weekly. 

Assuming that these same deal- 
ers have successful sales of light- 
what obvious lesson 
manufac- 


news- 


weight shoes, 
is this to dealers and 
turers? Both manufacturers 
dealers should explore every means 
local neighborhood 
Perhaps the ave 


and 


developing 
promotions. 

through 

either 


for 

joint 
nue is associations 
national or 
through 


oper- 
ating at local 
levels; or perhaps it is 
informal dealer get-togethers many 
before a_ selling 
opens. Joint efforts which plan out 
product and promotional emphasis 
well in advance of season may be 
a partial answer to the problem of 
increasing men’s dress shoe sales. 

Another outcome of this experi 
ment the promo 
tional minded dealers that there be 
emphasizing 


months seasoi 


was insistence of 


newspaper publicity 
the importance’ of 
shoes for spring and summer wear. 
As a_ result of this 
NSMA and NSI put their heads to 
gether and sent suggested releases 
to newspapers in the test cities, 
excellent 


lightweight 


insistence, 


which resulted in pub 


licity. 





NUMBER OF MEN’S SHOE 


AND OMAHA—MAY 1 THROUGH MAY 21, 
(PRELIMINARY 


ADS IN INDIANAPOLIS, SYRACUSE, 


1958 

ANALYSIS) 

Total 

Three 

Cities 
No. 


Indian- 
apolis 


No. 


Syracuse Omaha 
No. No. 


Type of Men’s Shoes Being Featured 


In Ads: 


Total of all types (except men’s work 


and athletic shoes) 


Lightweight shoes 


Conventional summer shoes—not 


cluding lightweights 
Year 
unspecified 

types 


All other types 
rubber-canvas, 
where 
treated in copy 


several are 


Fashion articles on or 
shoes 


types 


around weights, 


or 


equally 


including men’s 





Hosiery Dominates 
Fall Accessories 

|CONTINUED FROM PAGE 31} 
but gray in every wo- 
man’s wardrobe. 9. Black—Elegant 
fashion and volume, off-black stock- 
ings a must, even bigger than fall 
1957. 

Texture is the other important 
style trend in hosiery for fall and 
winter. Hosiery manufacturers are 
adding jacquards, lacy tweed 
knits, who never did so before. Tex- 
ture is going into both casual and 
dressy stockings. Both kinds are il- 
Justrated here. Some hosiery stylists, 
looking ahead to a year from now, 
predict that textures will be more 
important than color. Today, color is 
the number one interest and hosiery 
manufacturers are planning strong 
promotion of color as long as they 
can sell it. To them, it is what the 
tapered toe is to women’s style shoe 
manufacturers, a large investment 
which must pay for its original cost 
and with interest. 

The influence on handbags of the 
and trapeze silhouettes in 
women’s clothes is largely in outline. 
More long handbags—rather than 
horizontal shapes—are in the lines 
for fall and winter. 
of course, included in the lines but 
the chemise shape takes number one 


promotion, 


and 


chemise 


Envelopes are, 


place. 

Coordination of 
has depended for the most part on 
the the same material— 
leather fabric—and the same 
color, rather than on exactly match- 
ing detailing. From every point of 
view, as you know, this kind of co- 
ordination is better for both manu- 
facturers and retailers. 

From the point of view of the 
woman who buys these styles, this 


bags with shoes 


use of 


or 


idea is better, too. It gives her a bay 
that can be carried when other shoes 
worn. It usually means a bag 
with simpler detailing and in better 
taste. There of 
course, and the matching shoe and 
bag shown here may be considered 
such an example. The matching trim- 
ming is in such good taste and so 
right that the bag can sell as an en- 
tirely separate item. In this connec- 
too, it should be 
that matching shoes and bag is more 
and more restricted to novelty types 
where very unusual materials 
treatments almost require close co- 
ordination. 


are 


are exceptions, 


tion, remembered 


or 
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What’s in a Shoe 
and How to Sell It 

[CONTINUED FROM PAGE 37| 
these technicalities differ by type of 
heel: plastic, wood, leather and fiber, 
ete. 

How are heels styled? Heel manu- 
facturers themselves do much of the 
creative work, coming up with fresh 
ideas to interest shoe manufactur- 
Often new heel style ideas are 
worked out as a cooperative effort 
between heel maker and shoe manu- 
facturer (which may include the 
stylist and manager )—and 
sometimes involving the last 
manufacturer. However, once a new 
heel fashion is established (such as 
the current needle heels), the shoe 
manufacturer will buy these heels 
out of the heel maker’s stock, which 
now Offers a fairly complete selec- 
tion. 


ers. 


sales 


also 


/—Heel Pitch 
or 


Heel Angle 


Diagram Showing Heel Pitch 


Styling consists not only of the 
shape and contour of the heel, but 
decorative treatments as well. Deco- 
rative effects run in fashion cycles— 
one flamboyant treatments, 
and the next more subdued. 

Heel heights are measured in 
eighths of inches. For example, an 
8/8 heel is one inch high; a 14/8 is 
one and three-fourths inches high. 
The height of the heel is measured 
at a given point, usually at the inner 
heel breast line—from the tread sur- 
face at the bottom to the point at the 
top where the heel is joined to the 
sole or heel seat. 

Ironically, the heel height isn't 
identical for all sizes on a given style 
of shoe. Let’s say the shoe has a 
17/8 heel. But this is simply the 
average height between the smallest 
and largest size in that same style 
shoe. On a size seven shoe the heel 
may be 17/8, but the heel height will 
vary from one-eighth to one-fourth 
inches on the size 41% and size 914 
of the same style and shoe. The heel 


season 


is usually higher than the average 
in the larger sizes, and lower than 
the average in the smaller sizes. This 
general rule applies in about 80 per 
cent of women’s shoes. 

What about heel breakage? 
Though major advances have been 
made in structural engineering and 
strengthening of heels, some break- 
age is still unavoidable, particularly 
in the needle-type heels. Sometimes 
this may be a structural fault within 
the heel itself, but more often it is 
due to faulty or careless application 
of the heel in the shoe factory. Fre- 
quently it’s the fault of the consum- 
er, such as in letting the heel wear 
down too far before repairing it; or 
too frequent repair which causes 
weakening from nail punctures; or 
anatomical fault of the foot (a flat 
or pronated foot) which places 
wrongly positioned stresses on the 
shoe and heel; or a badly fitted shoe, 
which again causes weight stresses 
to fall wrongly on the heel and shoe. 

Nevertheless, without the impor- 
tant improvements that have been 
made in heel design and structure, 
the thin heels would 
have been an impossibility. Great 
strides have made, and more 
can be expected. And perhaps before 
too long we may see the guaranteed 
unbreakable heel. 
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How It All Started 

As we said in the beginning, no 
one is certain when, where or how 
the first heel was born. The earliest 
for centuries afterward had 
no heel at all, were simply utilitarian 
foot coverings. 

Ironically, the heel is believed to 
have gotten its start from a sole—the 
platform or raised sole, which can 
be traced as far back at 715 B. C. 
This raised sole evolved into the heel. 
And, strangely, the raised _ sole 
(usually of thick cork) wasn’t de- 
vised for any practical purpose, but 
for social reasons: heads had to be 
carried high, and the taller the indi- 
vidual the more socially imposing he 
or she was. In fact, in ancient times 
only persons of high or noble birth 
were permitted to wear these raised 
soles and heels. This social factor in- 
volved in the raised sole and _ heel 
prevailed right through the next 
1500 years. It took its most extreme 
form with the “chopine,” a kind of 
on stilts popular with the 
aristocrats of Europe throughout the 
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14th century. The chopine reached 
extremes of 12 to 18 inches in height. 
There was a sort of rough rule cf 
thumb: the higher the chopine, the 
more elevated the social rank of the 
wearer. 

But the high heel as we know it 
today, got its real launching when 
short-statured Catherine de Medici 
went to Paris as the bride of Henry 
II in the sixteenth century. The idea 
instantly took fire, and the high heel 
won popularity with the aristocracy 
throughout Europe. Not only did the 
women wear them, but the men as 
well. Male dandies of the day wore 
satin slippers in bright colors—and 
with heels ranging from two to four 
inches in height! And here the high 
heel moved into a new phase—from 
an item of social significance to one 
of fashion significance. And ever 
since, fashion and the high heel have 
been synonymous. 

As to the commoners of Europe— 
and to most of the people of the U. S. 
—they had always worn shoes with 
no heel at all, or with a simple, low 
spring heel. These types were worn 
commonly up past the Civil War. On 
some shoes, built-up leather heels 
were worn. But it wasn’t until the 
1880's, when the heel 
launched commercially, that the heel 
as an item of fashion started its real] 
rise to prominence in footwear styl- 
ing. 
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Merchandising the Heel 


When it the the 
average consumer is concerned pri- 
marily about two things: the wear 
and the style or appearance. Thus 
the merchandising of the heel at the 
retail level should directed at 
these consumer-interest targets. And 
happily, there are numerous points 
of interest about the heel that can 
be dramatized to the consumer and 
create a better appreciation of the 
shoe’s value and the heel’s contribu- 
tion to this value. 

Naturally, each type of heel (dress 
wood, plastic, leather or stacked, 
wedge, etc.) has its own special talk- 
ing point. But there are several im- 
portant highlights that can be ap- 
plied to all heels—and from there the 
salesman can add the specific fea- 
tures applicable to each special type 
of heel. 

1) Style: As we’ve seen, the heel 
is basically a style feature, and par- 
ticularly in women’s shoes (though 
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becoming more so in men’s shoes). 
Did you ever take a real close, ana- 
lytical at the heel of a dress shoe 
with an esthetic eye? Examine it 
carefully, and suddenly something of 
striking beauty takes shape. Note its 
contours, its grace. It’s really a work 
of esthetic engineering. 

I once heard a smart shoe sales- 
man explain to a woman customer 
that the shoe was a work of art, and 
her foot fitted it perfectly. But it 
was the slim, graceful heel that 
placed that beautiful shoe and trim 
foot on a pedestal to show them off 
handsomely. 

Yes, the heel is a kind of decora- 
tive column, a pedestal, which great- 
ly enhances the appearance of the 
shoe and foot. This is a dramatic 
approach that puts the heel in a new 
light. Thus the heel is not only a 
fashion feature unto itself, but a 
sort of jeweled pedestal for the foot. 

2) Structural strength: Try to get 
one or several sample modern heels 
from your resources. These can be 
effectively for demonstrative 
selling—and particularly in pointing 
up the structural strength of the 
modern heel. Each type of heel has 
its structural strength features: for 
example, the metal reinforcing tube 
through the center axis; or the com- 
bination wood-aluminum heel; or the 
heel; the stacked 
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Counter Display for Dealers 


- * ic RP 
The Cedar-Crest Shoe Company has pre- 
pared a display portfolio for dealers of 
"Rawhide" shoes. The unusually attrac- 
tive display shows the Rawhide skin out- 
line and provides circulars imprinted 
with the dealer's name. The portfolio is 
being distributed to all dealers featur- 
ing the "Rawhide" line cf work shoes 
and boots There are no minimum re- 
quirements for getting the display 


heel inherent strength in the 
layer-upon-layer principle; the 
wedge heel has its strength in that 
its toplift area covers an extensive 
ground area beneath the shoe. 

3) Breakage: This is part of the 
“structural strength story. But the 
consumer, especially women buying 
high thin heels, wants assurance that 
the heel is secure beneath the foot. 
Modern heel construction 
minimizes the chance of heel break- 
age. Don’t let the consumer take this 
for granted. 

4) Pitch and Tread: Again an im- 
portant point of “engineering.” 
Every well-made shoe gives careful 
attention to proper pitch of the heel. 
To the consumer this is 
that the heel won’t buckle under, or 
that the ankle won’t “roll” in walk- 
ing. Also important to the consum- 
er, a properly pitched or angulated 
heel means that the toplift will tread 
chance of 
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evenly. This means less 
unsilghtly runover heels, and longer 
wear to the toplift. 

5) Heel Weight: Modern heels be 
come lighter and lighter—but with 
no sacrifice of good wearing quality. 
This adds to shoe comfort, reduces 
the shoe’s weight load (and hence 
This applies to 


For example, the 


less foot fatigue). 
all types of heels. 
new wedge heels, made of a special 
pine, are lighter than ever before. 

The new men’s heels, such as the 
horseshoe that goes with the fiddle 
shank, are lighter because there is 
affecting the 
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men’s heels rarely if 
ever pointed out to the consumer 

contributes to lighter weight. Plastic 
some men’s, 
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women’s and children’s also 
lighten the heel weight. 
Translate this weight 


For example, the 


saving into 
a consumer value. 
average individual takes some 10,000 
steps a day. Thus, a pair of heels 
weighing two ounces less than con- 
ventional or “old-fashioned” heels, 
mean that in the course of the day 
the lift 1050 


fewer pounds, or a half ton less of 


wearer will have to 
foot-energy required. 

6) Toplifts: An 
nomic problem (as 


important eco 


well as an ap- 


The 
new toplifts stress longer wear; or 


pearance factor) for everyone. 


they reduce or eliminate the heel re 


pair problem. Translate this into a 


money saving for the consumer. 





Editorial 
[CONTINUED FROM PAGE 13] 

Shoes have an ace in the hole in our rising population 
But it would be foolhardy to depend on popula- 
tion increases alone. The day of the hard sell may be 
closer than we think for shoes. The smallest step that a 
retailer, large or small, should take toward the “hard sell” 
is to make certain that his inventory is equal to the demand 


figures 
igures, 


which his customers are showing. 


August Weather 
| CONTINUED FROM PAGE 41] 


and in North Carolina, particularly in the Cape Hatteras 
area. In contrast, Tennessee and the northern parts of 
Georgia, Alabama and Mississippi will be generally drier 
than usual. Temperatures are expected to average one o1 
two degrees below normal throughout this region. 


Area IV: North Central 


Most areas in this expansive region will be hotter than 
usual in August. South Dakota and parts of Nebraska, 
lowa and Minnesota are expected to average as much as 
four or five degrees above normal—a noticeable departure 
towards hot weather. Wyoming and Colorado will be wet- 
ter than usual; Nebraska and Kansas will be generally dry. 


Area V: South Central 


Arkansas, Louisiana and the extreme 
of Texas and Oklahoma will be wetter than usual. 
and Oklahoma. 
extremely dry, averaging 60 per cent. or less, of normal 
rainfall. normal in 
southern Texas and slightly below normal in other parts 
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ern sections of Texas however. 


Temperatures will average near 


of this region. 


Area VI: Northwest 


Ideal vacation weather is forecast for most of the North- 
British Columbia. Temperatures will range 
slightly above normal along the coast and slightly below 
normal in the interior sections. August is normally very 
dry in this region and this year conditions will be even 


west and 


drier than usual. Few locations will report more than one- 
half of an inch rain all month. 


Area VII: Southwest 


Normal August rainfall throughout most of California 
is limited to an occasional shower and monthly totals 
This August, con- 
In contrast, Utah 
Tem- 


seldom exceed one-tenth of an inch. 
ditions are expected to be even drier. 
and Arizona will be generally wetter than usual. 
peratures are expected to slightly cooler in 
Nevada and hotter than normal in Arizona. 


average 


Manufacturing and Markets 


| CONTINUED FROM PAGE 49] 
io date and found that they come about equal to last year. 
For some firms, orders for fall shoes are running consider- 
ably ahead. At least one company has all of the business 
it can handle between now and fall. Reflecting fair retail 
activity in all parts of the country, in-stock volume was 
reported as better than average for this time of year. 

In women’s footwear, orders for fall are showing con- 
tinued retailer enthusiasm for the very slim toe and line. 
Slim styling, although not entirely new for the coming 
season, combines enough of the newsworthiness to appeal 
to retailers’ prospects for a strong selling season. This 
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Letters... 
Back in Stride, Foundation Seeks Odd Shoes 


Some two years ago the Benefit Shoe Foundation 
found it necessary to notify the thousands of men, 
women and children that had been supplied with 
both mis-mated and single shoes, “Plant closed.’ 
This was due to the hurricane which had struck 
Rhode Island and brought about a great loss of shoes 
for the polio victims and amputees whom the founda- 
tion had been serving for many years. 

The sponsors have been quietly building up their 
stock of shoes through purchases and through dona- 
tions received from some of the shoe manufacturers 
themselves who wished to help the foundation. To- 
day the foundation is sending out letters to all of its 
many friends that is is increasing its shipments of 
shoes and they may place their requests. 

Naturally, we are constantly asking shoe manu- 
facturers, store managers and others to keep check- 
ing their stock of odd shoes—and when some are 
found to ship them to the foundation. 

The 210 Associates and the New England Shoe and 
Leather Association are advising their members to 
help the Benefit Shoe Foundation with odd shoes. 
The foundation does not seek finance from any other 
source than through the sponsors who first organized 
it in 1947. 

The sponsors would like odd shoes that can be 
sorted and made into mis-mated pairs for the polio 
victim or the single shoe for the amputee. 

EDWARD J. DUQUETTE, MANAGER 
BENEFIT SHOE FOUNDATION, INC. 
861 BROAD ST., PROVIDENCE 7, R. I. 





slimmer look carries through this year to men’s and chil- 
dren’s shoes, not only women’s, so that fall displays for 
the retailer may have extra eye appeal and style appeal 
in addition to tried-and-true wear and fit qualities. 

The trend in growing girls’ styles is turning sharply 
toward lighter shoes in more sophisticated patterns, pro- 
ducers agree. One manufacturer has extended his sizes 
on the hard-to-fit pre-teener in the 4 to 7 size range. With 
more and more really young girls wearing large-tor-their- 
age sizes, the manufacturer concerned believes that this 
extension will help pre-teeners find a happy niche by 
giving them shoes styled for their “young” age, sized for 
their “old” feet. 

As earnings reports for the first half of 1958 filter in, 
it becomes apparent that for most of the St. Louis produc- 
ers net profits and net sales slumped under last year’s 
totals. With so many firms “in the same boat,” the decline 
reflects general economic conditions to a large extent, firm 
spokesmen report, adding that these extra contributing 
factors should not be overlooked: payments into pension 
funds; heavy initial expenses required for any type of 
expansion; increased operating costs; and increased mate- 
rial costs absorbed by the companies rather than passed 
along to retail. 

Among the most unique shoes that were ever worn by 
soldiers were the caliga of the ancient Roman legionnaires. 
These were sandals that were equipped with sharp spikes 
which were arranged to protrude from the sole in the 
form of the name of the wearer or the number of the 
legion to which he belonged. As he literally trampled his 
enemies to death, he left his trade mark on his assailant. 
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Recorder Editor Says: 
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Decade of Transition Antique Shoes Spark Sales at Maine Store 


NEW YORK—tThe shoe industry 
has undergone a great marketing 
and technological revolution in the 
past 10 years, and this trend of up- 
heaval will continue over the next 
decade. That was the prospect out- 
lined by William A. Rossi, field edi- 
tor of the BOOT AND SHOE RECORDER, 
when he addressed the Greater New 
York Shoe Superintendents, 
men and Allied Trades Association 
here recently. 

These changes, past and future, 
have had tremendous influence upon 
the methods of making and selling 
shoes, the places and manner in 
which shoes are sold, the character 
of the product itself, and the con- 
sumer’s approach to the selection 
and wearing of shoes, Mr. 
said. 

The 10 most significant changes 
in the shoe industry over the past 
10 years, as the editor saw them: 

1. The decline in manu fac- 
turing firms: In the 1947-57 period, 
they decreased from over 1300 to a 
present 950. In the same period shoe 
production rose 115 million pairs or 
24 per cent. Chief reasons for the 
decline in number of firms: intensi- 
fying competition, changing mar- 
kets, managerial efficiency, capital 
needs, shifts in methods of making 
and selling shoes. 

2. Changes in the “product mix’: 
Of the 115-million-pairs increase, 
1947-57, the great majority 
sisted of cheaper playshoe, sandals 
and casual types. For example, wo- 
men’s shoes of these types comprised 
60 per cent of the total pairage in- 
crease. These shoes represented sup- 
plemental pairs bought by consum- 
ers, rather than replacements for 
regular or more expensive types. 

3. Disappearance of the one-price 
shoe store: Once a basic fixture in 
the industry, today it’s gone. The 
reasons: higher incomes and greater 
flexibility of consumer spending, and 
consumer demand for upgraded mer- 
chandise. 

4. New types of retail shoe out- 
lets. Biggest developments here 
have been shoe stores in shopping 
centers (from almost zero in 1949 
to some 2500 today), highway and 

[CONTINUED ON PAGE 62] 
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BAR HARBOR, ME.—“A silent 
salesman” is the way Mrs. Donald 
Brown describes the collection of 
antique shoes on display in the re- 
tail shoe store and repair shop which 
she and her husband operate in this 
resort. 

Mr. and Mrs. Brown have 
collecting antique shoes since 1945, 
when Shirley Bunker, then associ- 
ated with the Franklin Shoe Store 
in Bar Harbor, gave them a child’s 
light brown lace high top made in 
the 19th century and carrying a 
“Bright Eyes” label. The shoe, made 
of fine calf and skillfully wrought, 
has birch bark sewn inside the toe 
cap to make it squeak! The mate of 
this shoe is in the Boston Museum. 

Also in 1945, a shoe collector in 
Bangor, Me., George A. Craig, gave 
the Browns 18 more pairs. They 
have been adding to the collection 
ever since. Many items have been 
contributions from local people. 

The Brown Shoe Store is a small- 
town, year-round operation in a com- 
munity where direct advertising 
seems to be a minor phase in pro- 
motion. Mrs. Brown recalls that she 
once ran an ad in the local weekly 
offering, for one day only, a 10 per 
cent discount on a certain type of 
shoe to each purchaser who brought 
the ad along. Sales on this shoe were 
good that day, but only a handful of 
people had noticed the ad and 
brought it. 
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Peak 

Furthermore, retail sales reach 
their peak during the summer sea- 
son when there is an influx of thou- 
sands of tourists who are not easily 
reached by local direct advertising 
media. 

The Browns’ shoe collection has 
strengthened the store’s community 
relations. It has attracted attention 
to the store, particularly among the 
summer people. 

“People will wander in to look 
around,” explains Mrs. Brown, “then 
notice the collection, ask questions, 
linger and decide to buy.” 

The collection is displayed 
shelves in a glass case to the right 
of the street door. Any customer en- 
tering must pass within six feet 
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Mrs. Donald Brown, surrounded by shoes 
from antique collection in the store she 
and her husband operate, at Bar Harbor. 


of the case in crossing the display 
room to the counter. 

The oldest shoes, 
card bearing the date, are a pair of 
square-toed, heel-less women’s black 
There 


labeled with a 


satin slippers made in 1835. 
are other similar styles as well as 
several examples of square, copper- 
toed children’s boots of about 1850. 


For Either Foot 

“They didn’t start making rights 
and lefts until about the time of the 
Civil War,” Mrs. Brown points out. 

Some other items in the collection: 
knee-high lace bicycling boots to be 
worn with serge bloomers and a 
straw sailor when milady aspired to 
one of the more daring forms of 
exercise; a man’s boot with wooden 
pegged sole, the first model manu- 
factured by G. H. Bass & Company, 
Wilton, Me.; a pair of lavender vel 
vet pumps with spool heels formerly 
belonging to the late Mrs. Cornelius 
Vanderbilt; a pair of black leather 
worn by the 
governor, 


multiple straps once 
mother of Maine’s first 
high button shoes, both women’s and 
children’s, some with black vamps 
and light colored tops, and some ex- 
amples of pre-World War I styles. 

The Brown shop was started in 
1943 as a repair store housed in a 
12-by-20-foot building. Shortly 
thereafter the couple added the 35- 
by-20-foot front room which now 
houses the sales business. 

Mr. Brown does the repair work; 
Mrs. Brown does the selling. 
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Cracked Heels, Out-of-Stock (?) Favorites: 
Shoe Styling Draws Lady Columnists’ Fire 


ST. LOUIS—Two newspaper col- 
umnists of the gentler sex took space 
recently to talk down current styling 
of women’s shoes—and their words 
were far from gentle. 

Clarissa Start of the St. Louis 
Post-Dispatch decried the fact that 
her beloved open-toe mesh and calf 
walking shoes—a pair of which she 
buys every year—were not available 
now. Beulah Schacht of the Globe- 
Democrat lashed out at the thinness 
of the needle heels and their too-easy 
breakableness. 

Although both columnists treated 
their subjects with the light touch, 
the resultant features carried barbs 
the shoe industry could well frown 
on. 

Ironically enough, the low-heeled 
walking columnist Start 
needed, wanted and couldn’t find to 
buy were advertised by the Scruggs 
Vandervoort Barney store in a full- 
page ad just five pages back in the 
same issue of the same newspaper. 

Miss Schacht’s feature article, 
titled “Oh! Heel!,” noted that an 
old-fashioned nickel-sized heel tap 
wouldn’t fit in crevices. 
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“Now a woman has to walk along 
staring at the pavement,” Miss 
Schacht said, “playing an adult ver- 
sion of the childhood game: Step on 
a crack—break your mother’s back. 

“I’m all for the shoe repairman’s 
earning a good living,” she conceded, 
“and at the rate I’ve been cracking 
off heels, I’m almost willing to 
change jobs with him. 

“You can’t buy just one heel to 
replace the broken one. You have 
to buy a matching pair and the price 
is often $3.50. Before you shell out 
that amount, you must first sit down 
and figure out whether it’s worth it. 

“Now is it wiser to buy new heels 
or to invest in a new pair of shoes? 
You have to make up your mind in a 
hurry because limping around on 
half a heel is not only uncomfort- 
able; it looks ridiculous.” 

A survey of the heel breakage sit- 
uation in St. Louis came up with 
these conclusions: heel breakage is 
not considered excessive by retailers 
here; new materials and reinforcing 
methods have cut down breakage to 
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the point where it is not the major 
headache it was a few seasons ago. 

Large shoe departments average 

one pair of women’s shoes per day 
brought back for heel breakage; and, 
most important, all of the large shoe 
departments replace the broken heel 
with no charge to the customer, add- 
ing this repair cost to department 
operation. The only time a charge 
is made, the survey showed, is when 
the shoe is several seasons old and 
shows signs of neglect. 
30 women out of the St. 
total of about 300,000 
women will probably break a _ heel 
today—fewer than the Schacht col- 
umn would indicate. 

Said Miss Schacht in conclusion, 
“T can hear the distant grumblings 
of men who will snarl]: ‘If you’d wear 
sensible shoes, you wouldn’t have to 
go through such costly experiences.’ 
That’s absolutely right. But, if 
women wore sensible shoes with 
half-inch heels the size of saucers, 
they wouldn’t get a second look from 
the males who are grumbling.” 
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An Assortment of Thongs: 
St. Louis Promotion Theme 


This trio of thongs was featured by the 
Shoe Fashion Board of St. Louis in a 
news release to fashion editors across 
the nation. At top, Risque's sandal in 
white with a two-toned braided thong. 
Center, little-heeled pattern, a Smash 
Hits by Johansen, available in an array 
of colors. Accent's thong, bottom, is 
strapped in red patent with a sliver of a 
black heel. All three styles have deep 
cushioned inner soles. New for wear 
with thongs is the split-toe stocking. 


Mountain States Unit to Pick 
‘Retailer of Year’ at Shows 

DENVER—Outstanding retailers 
of the Mountain States area will be 
honored at every semi-annual shoe 
show sponsored by the Mountain 
States Shoe Travelers Association, 
the board of directors has decided. 
A “Retailer of the Year” will be 
named. 

The winner will receive a 
plaque to hang permanently in his 
office or store. In addition each win- 
ner’s name will be added to a large 
plaque to be displayed in the win- 
ner’s store or in the Albany Hotel 
lobby, at Denver, for the duration 
of the award-holding period. 

Board members will enter 
respective choices for a screening 
to three or four finalists. Then board 
members will submit sealed votes, 
which will not be opened until the 
Sunday luncheon meeting during 
the shoe show. 
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Terre Haute, Ind., Retailer 
Observes 66th Anniversary 

TERRE HAUTE, IND.—Hornung 
& Hahn, which operates family 
shoe stores here in a downtown site 
and a shopping center, recently 
marked its 66th anniversary. 

The firm’s president, Ray H. 
Hahn, came to Terre Haute in 1939 
to manage a children’s shoe depart- 
ment in the basement of the orig- 
inal Hornung Shoe Store. Through 
its personalized and_ special 
vices and attractive decor, the de- 
partment gained popularity. In 
1945 it moved upstairs into the ad- 
joining building. 

Six years ago the store was mod- 
ernized and its name changed to 
Hornung & Hahn. Two years ago 
the Center store 
added. 


ser- 


Meadows was 


300 Retailers at Phila. Show; 
November Event Planned 

PHILADELPHIA — More than 
300 retailers from four states at- 
tended the Middle Atlantic Shoe 
Travelers’ recent fall-winter showing 
in the Benjamin Franklin Hotel 
here, and a spokesman for the asso- 
ciation called it “the best of all our 
May shows.” Over 50 nationally ad- 
vertised lines were on display. 

Now the group is making plans 
for its next show, to be held at the 
same hotel, November 23-25. 
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Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Statler Hotel, Detroit 
July 13-15 
Annual Shoe Show, Baltimore Shoe Club 
and Associated Shoe Travelers of 
Baltimore, Lord Baltimore Hotel, 
Baltimore ......<.--.-++-+0+. atily 13-16 
Trade Show, National Shoe Fabric Asso- 
ciation, Lexington Hotel, New York 
August 3-4 
Allied Shoe Products and Style Exhibit, 
Spring and Summer, New York Trade 
Show Building, New York City. .August 3-6 
Leather Show, Tanners’ Council of 
America, Waldorf-Astoria, New York 
August 5-6 
Spring and Summer Style Conference, 
National Shoe Retailers Association, 
Plaza Hotel, New York ... August 6 
Merchandising Clinic, National Shoe 
Manufacturers Association, Statler Ho- 
tel, New York City August 7-8 
Winter Shoe Market, Midwest Shoe 
Travelers’ Association, Hotel Morri- 
son, Chicago “it August 10-13 
Miami Shoe Show, Deauville Hotel, 
Miami Beach, Fla. ...... .September 27-30 
Advance Spring Shoe Market Week, New 
England Shoe and Leather Association, 
Hotels Statler and Touraine, Boston 
October 5-9 
Annual Shoe and Leather Fair, Shoe and 
Leather Council of Canada, Sheraton- 
Mount Royal, Montreal October 12-16 
Annual Convention, National Shoe Trav- 
elers’ Association, Hotel Hamilton, 
Chicago : October 23-24 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
October 26-30 
Spring Shoe Fair, Northwest Shoe Trav- 
elers, Inc., Hotel St. Paul, St. Paul, 
Minn. . November 1-4 
Spring Shoe Show, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle, Wash. 
November 
Michigan Spring Shoe Fair, Michigan 
Shoe Travelers Club, Statler Hotel, 
Detroit November 
Spring Shoe Show, Southeastern Shoe 
Travelers, Henry Grady, Dinkler Plaza, 
Peachtree on Peachtree, and Pied- 
mont Hotels, Atlanta, Ga... November 
Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus. Baker 
and Southland Hotels, Dallas, Tex. 
November 
Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, la. November 8-10 
Indiana Spring Shoe Show, Indiana 
Shoe Travelers Association, Claypool 
Hotel, Indianapolis, Ind. _ November 9-11 
Spring Shoe Show. Ohio Shoe Travelers’ 
Club, Deshler Hilton Hotel, Colum- 
bus, O. November 9-11 
Spring Shoe Mart, Pennsylvania Shoe 
Travelers' Association, Hotel Penn-Sher- 
aton, Pittsburgh November 16-19 
Spring Shoe Market Week, West Coast 
Shoe Travelers’ Associates, Los An- 
geles November 16-19 
Spring Shoe Market, Midwest Shoe Trav- 
elers' Association, Hotel Morrison, 
Chicago November 22-25 
Spring Shoe Show, Mountain States Shoe 
Travelers’ Association, Albany Hotel, 
Denver, Colo. November 23-25 
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British Executive Visits U. S. 
With Rayne, Dior Collections 

LONDON—One of Great Britain’s 
leading shoe executives visited four 
U. S. cities last month, carrying 
with him two fashionable shoe col- 
lections. 

Jack Hinton, managing director 
of H. & M. Rayne (Sales) Ltd., Lon- 
don manufacturer and retailer, ex- 
hibited the Rayne Collection, de- 
signed in London by Edward Rayne, 
the Queen’s Shoemaker, and the 
Christian Dior Shoe Collection, de- 
signed for Dior in Paris by Roger 
Vivier and made in the Rayne Lon- 
don factory. 

As part of a 10-week round trip, 
Mr. Hinton visited stores stocking 
the two lines in New York, Dallas, 
San Francisco and Los Angeles, as 
well as Montreal and Toronto. 

“In the Rayne Collection,” said a 
company spokesman, “there is a 
great feeling for T-straps and bar 
straps in day shoes, and a luxurious 
use of fabrics for evening shoes. 
The Christian Dior Collection is 
based on the gazelle or doe’s foot 
line designed by Mr. Vivier. The 
yvazelle outline, a ridge in the form 


of a pleat on a very short vamp, 
gives a very new line. The point of 
the shoe is becoming longer, but in 
spite of narrower soles, the shoe is 
still closely fitting.” 





Joins PPSSA Style Unit 


Howard Baer, who is responsible for 
merchandising and styling women's shoes 
for Endicott Johnson Corporation, has 
been named to the style committee on 
women's dress shoes for the Popular 
Price Shoe Show of America. The com- 
mittee is one of several which will re- 
port on fashion trends at the next 
PPSSA, November 30 to December 4 in 
New York. 


If you Really 


want me for 


a customer... 





Better stock up on Mrs. Day’s 


Ideal ensv SHOES 


I wear them, mummy wore 


them and even grandma, too. 


Two generations of the world’s loveliest babies have worn Ideals 


. no wonder they are the brand more mothers TRUST. You 


cannot sell a finer product in your infants’ department because 


only Ideal originates such irresistibly, lovely patterns. ‘T heir 56 


year old background of baby shoemaking, exclusively, and 


Ideals famous four groups of styles for the four early stages of 


foot growth make them FIRST CHOICE of mothers everywhere. 


Style No. 222 

Lace Boot, White Kid, 
Perforated Vamp 

Narrow, Medium, Wide — 
Sizes 0-3 


71 WEST 35TH ST 
NEW YORK 1, NY 


If you want America’s most adorable little customers beating a 


path to your door sell Mrs. Day’s Ideal Baby Shoes. 


MRS. pays Ydeal way SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


6-104 MERCHANOISE MART 
DALLAS, TEXAS 


924-A MERCHANDISE MART 
CHICAGO 54, ILLINOIS 





Industry Faces Decade of Change: Editor 


[CONTINUED FROM PAGE 59] 
suburban area shoe stores. 

5. Shifts in per capita shoe con- 
umption: Over the past 10 years, 
per capita consumption of women’s 
shoes has risen 32 per cent, misses’ 
children’s shoes per cent, 
slippers 10 cent. But men’s 
shoes have dropped 10 per cent, and 
boys’ and youths’ shoes have had a 
per capita fall of almost 20 per cent. 
Chief reason for the per capita rises 
has been a greater variety of new 
types of shoes and fashion turnover. 

6. Shifts in shoe constructions: A 
occurred in almost all 
basic types of shoe constructions. A 
gain, however, shown in 
cement-processed shoes—up from 35 
per cent of the total in 1947 to 60 
per cent in 1957. Reason behind the 
hifts: growing demand for light- 
soft-flexible shoes. 


and 65 


per 


decline has 


big was 


7. Shift in buying policies by re- 
tailers: Buying much closer to sea- 
son; buying in smaller amounts, but 
more frequently; buying out of man- 
ufacturers’ in-stock rather than on 
make-up basis. desire 
to hold minimum; 


Reasons: a 
inventories to 


plus faster-changing fashions, re- 
quiring closer-to-season decisions. 

8. Speedup of production flow: 
Today shoes flow through production 
lines 25 per cent faster than a dec- 
ade ago, because of better machines, 
changes in shoe construction meth- 
ods and changes in the product mix. 

9. Rise of the shoe chains: In a 
decade the number of shoe chain 
stores has doubled, reaching ap- 
proximately 9000. In the same pe- 
riod, independent shoe stores have 
increased by only 20 per cent. 

10. Role of fashion in children’s 
shoes: This has been largely respon- 
sible for raising per capita consump- 
tion of juvenile shoes (mostly misses 
and teenage girls) from three to 
over five pairs, or nearly 70 per cent. 

Editor Rossi cited the likely big 
changes over the next decade as 
follows: 

1. The marketing revolution: Mar- 
keting of shoes will become more 
scientific. The age of more special- 
ized shoe markets will develop—spe- 
cialization in certain types of shoes 
for certain market areas or groups 


or uses. 








GEILICH TANNING COMPANY 


TAUNTON, MASSACHUSETTS 


is pleased to announce a new series of leathers: 


1. Punched Cambi-Daisy* 
2. Punched Cambi-Clover* 
3. Cambi-Rikrak* 


The repeated designs used on these leathers have been 
adopted as trademark symbols and are the subjects of 
trademark registration applications. 


The copying of the designs of these symbols will con- 
stitute infringement of our rights. 


©Copyright 1958 Geilich Tanning Co 





2. Increase in extra-pairage sales: 
This will develop via more visual ex- 
posure of shoes, leading to more im- 
pulse buying. 

3. Change in the “product mix’: 
A continuation of this trend with 
the introduction of new concepts in 
footwear, motivated by new mate- 
rials and constructions (vulcanized 
shoes, plastic footwear, etc.) 

4. New types of retail shoe out- 
leis: Expansion of the highway shoe 
stores; more shoe selling in super- 
markets, variety stores, etc.; more 
house-to-house sales; more leased 
departments—and leasing wherever 
there is shopping traffic, regardless 
of conventional retailing concepts. 

5. Fewer shoe manufacturing 
firms: Continuation of the past trend 
—and by 1968 about 28 per cent 
fewer firms (from 950 today to 700 
in 1968). Best chance for survival: 
specialization. Despite decline in 
shoe firms, production should rise at 
least 20 per cent. 

6. Changes in per capita shoe con- 
sumption: Biggest gains should 
show in juvenile fields and young 
adults. Outlook for men’s and boys’ 
is uncertain. 

7. More standardization: This will 
occur in component parts of shoes, 
but not in styling or the outward ap- 
pearance of shoes. Standardization 
of parts is needed to cut costs, in- 
crease production flow and efficiency. 
New shoe products and materials will 
motivate some semi-automation. 

8. Decline of smaller, fringe-type 
shoe retailers: The trend is in favor 
of larger stores, volume retailers. 
Faster competitive pace plus rising 
costs puts survival pressure on smail- 
er stores—unless they are alert 
enough to keep’ competitively 
abreast. 

9. More self-service and self-selec- 
tion: The current trend should be 
greatly accelerated as retailers try 
to reduce selling costs. 

10. Production, sales and employ- 
ment: By 1968, shoe production 
should be up by at least 125 million 
pairs, or over 20 per cent, with the 
biggest growths in juvenile and 
young adult footwear. Sales will be 
more concentrated on_ specialized 
markets, with a good chance of a 
higher per capita shoe consumption 
—up from the present 3.50 to 3.80. 
Shoe production employment, despite 
a 20 per cent rise in output, will 
likely change little, as will retail shoe 
store employment. 
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METATARSAL 
This 


NEW LOW PRICES-NEW IMPROVED PACKAGING 


FAST SUMMER 
PROFITS IN SCOTTS 405’s 





Fine top grade genuine calfskin 
topping over a thick layer of resil- 
ient sponge rubber, incorporating 


our 


New Cellophane Wraps lend themselves 
ideally to Peg Board Displays. 
SELL ON SIGHT and LOOK AT YOUR 


PROFIT! 


AL INSOLE 


$15.00 Dz. 
Ladies’ 3-10 


Wide and Narrow Widths 


SCOTT 


FOOT APPLIANCE CO. 


YOUR COST ONLY $1.25 Per Pair 
SUGGESTED RETAIL $2.75 Per Pair 


fine hand-finished metatarsal 
pads and arch supports. 


They 


$171.00 Gro. 
Men's 6-12 





CANCELLATION SHOE STORE OWNERS: 


”” OVERHEAD | 
CAN FOOL YOU...” 


The total sales...NOT the kind 

of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 


sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 


shoe company 


1215 Washington Ave., St. Louis 3, Mo. 


1701 WEBSTER ST. © OMAHA, NEBR. 


© Obituaries 


Bruce Atchity, 42, Hy-Test 
Traveler, Killed in Crash 

ST. LOUIS—Bruce L. Atchity, 42, 
sales representative of the Hy-Test 
Safety Shoe division of International 
Shoe Company, was fatally injured 
recently in an automobile accident 
near Kokomo, Ind. 

Atchity had joined International 
as a sales trainee in 1949 and the 
following year was assigned a terri- 
tory with the Friedman-Shelby di- 
vision in Indiana. In 1952 he trans- 
ferred to the Hy-Test division, trav- 
eling for the company in central 
and southern Indiana, western Ken- 
tucky and western Tennessee. 

Surviving are his wife, Christena; 
his mother, Mrs. Beatrice Atchity; 
and two sisters, Mrs. Adele Bertrand 
and Miss Avis Atchity. 


Leonard H. Ruppert 


DENVER—Leonard H. (Jake) 
Ruppert, widely known retail shoe 
salesman in the Denver and New 
York areas, died May 27 of a circula- 
tory stroke at his home here. A sales- 
man for almost 50 years in women’s 
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lines, he had been affiliated with 
Daniels & Fisher’s Corinthian Shoe 
Salon here for the past 30 years. 

A native of New York City, Mr. 
Ruppert began his shoe retailing ca- 
reer with Saks 34th Street, later 
moving to Saks Fifth Avenue. He 
was with Saks for almost 16 years. 

His widow, Harriet, survives. 


Abe Eisner 

ST. LOUIS—Abe Eisner, 65, sales 
manager of M. K. Weil Shoe Com- 
pany, died here recently after un- 
dergoing surgery. He had been as- 
sociated with the company for 15 
years. 

Surviving are his wife, Eva, and 
a daughter, Fanice. 


Mrs. A. B. Padalino 


EAST ORANGE, N. J.—Mrs. Ade- 
laide B. Padalino, 72, owner of the 
Padalino Shoe Store here, died at 
her home June 5 after a short ill- 
ness. Together with her children, 
she had operated the store since 
her husband, Alphonse, died in 
1948. He opened the shop about 48 
years ago. 

Surviving are two 
daughters and two grandchildren. 


sons, five 


CE. 1-4898 
SAMPLE ROOMS: 138 Duane St., N. Y.—Alexandria Hotel, Los Angeles 
“WHILE IN TOWN SEE WEIL" 


CE. 1-3762 


Quality Shoes Since ‘32 





Robert C. Schultz 
CINCINNATI, O. Robert C. 
Schultz, 43, owner of Rolfes Shoe 
Store here for 18 months and its 
manager for eight years earlier, died 
of cancer recently. Surviving are his 
wife, Katherine; three daughters, 
Miriam, Betty Jane and Margaret; 
his parents, Mr. and Mrs. Edward 
Schultz; three sisters and a brother. 


Eugene Hathcoat 
DALLAS—Eugene Hathcoat, 34, 
a shoe department manager for San- 
ger Brothers here, died June 6. He 
came to the firm in 1953. Surviv- 
ing are his wife; three sons, Paul, 
Gilbert and Kenneth; his 
Mrs. M. E. Hokes; a brother and two 


sisters. 


mother, 


Max Dick 

HARTFORD, CONN.—Max Dick, 
40, manager of Morton’s Shoe Store 
at 745 Main St., here, died recently 
in a local hospital. In addition to 
his father, Harry Dick, who lives in 
Middletown, Conn., he is survived by 
his widow, Sally P.; two sons, Ira 
G. and Michael; a daughter, Cynthia, 
and six sisters. 





Magazine’s Film About Shoe 
Selling Wins Wide Audience 

NEW YORK—Eight months ago, 
at the National Shoe Fair, McCall’s 
magazine premiered film about 
the shoe salesman and his opportu- 
nities, titled ‘“‘Are You This Man?” 
The movie emphasizes the 
and most effective procedure 
consummating the sale. 

A success at the fair, the film was 
viewed by 


its 


correct 


for 


retailers, 
traveling men. 
the idea of 
making the picture available to a 
much wider audience. This was done, 


thousands of 
manufacturers and 


Some came away with 


and since then the magazine has re- 
ceived hundreds of requests for the 
film, for direct purchase at $120 or 
for borrowing. Outstanding stores 
throughout the country, civic clubs 


and associations have seen the film. 


Julius Grossman Promotions 
NEW YORK 
has named 


Charles Perpeet 
man- 


ager of Julius Grossman Shoes, Inc., 


been merchandise 
in addition to his duties as buyer. 
Marvin Pullman, controller, has be- 
charge of 


come vice-president — in 


store operations as well. 


Heres wiot MILLER 
FOOT DEFENDER SHOES for 


/ «é > 
OFFER YOUR CUSTOMER 


Basic lasts—sensible, yet smartly styled shoes 
—day-by-day life in Comfortland. 

And offer you, the dealer: Solid, substantial 
Every customer 


footwear. No markdowns. 


a repeat! 


WEALTH LAST 
3943—The PATRON Tie 
12/8 Wood Kantscuff Heel 


White nylon lace vamp 
White kid tip, 

quarter and tongue 
Six-eyelet tie 
Long inside counter 


Also available in 
Navy—Style 3958 
Black—Style 3951 


MILLER SHOE CO., INC. 


Founded by ALBERT E. KLINKICHT 
CINCINNATI 23, OHIO 


SIZES IN STOCK 


e Financial 


United Shoe Reports 


Dip in Annual Income 


BOSTON—lIn its annual report to 
stockholders, the United Shoe Ma- 
chinery Corporation reported its net 
income declined to $9,803,835 for the 
vear ended February 28, as compared 
with $12,601,298 for the previous 12 
months. Income per share equalled 
$4.08, down from $5.26. 

The report explained, “Excluding 
gains resulting from sales of 
machines outstanding 
consolidated net income was equiva- 
lent to $2.84 per share as compared 
with $3.10 for the previous year.” 
The decline was attributed largely 
to a net loss of A. Kimball Company 
resulting from development expenses. 


shoe 


under lease, 


USMC’s report cited several new 
on the market and 
“reaching the stage where 
they may be expected to be produced 
and accepted in quantity.””. Among 
them: 


machines now 


others 


@ An automatic toe lasting ma- 
chine for Goodyear welt shoes which 
feeds and fastens a retaining wire 


around the lasted-over toe, increas- 
ing the production rate. 

e A new twin roll leveling ma- 
chine. Designed to smooth the bot- 
tom of the shoe after the sole is 
attached, it’s smaller, more effective, 
more productive and more easily op- 
erated than the previous model, says 
USMC. 

e A toe lasting machine which 
utilizes air power. It is “close to 
commercial introduction.” 

@ A machine which sews the welt- 
ing to the upper and the insole of a 
Goodyear Welt shoe and automati- 
cally severs the welt at the correct 
point. It is ‘well along in develop- 
ment.” 

@ In vulcanizing machinery, a 
plastic injection machine which 
would sharply reduce the mold in- 
vestment required. The USMC ma- 
chine is under development. 


Goodyear Sets Dividend 

AKRON, O.—Directors of The 
Goodyear Tire & Rubber Company 
have declared a regular quarterly 
dividend of 60 cents per share 
on the outstanding common stock, 
payable September 15 to stockhold- 
15. 


ers of record August 








WHO MAKES IT? 
WHAT BRANDS ? 
WHO SELLS IT? 


WHERE TO BUY? 
wih whe 


BOOT and SHOE RECORDER'S 
BRAND NAMES GUIDE 


TRADE MARK DIRECTORY 
which will be published this 
FALL and sent to you as part 
of your subscription 


RENEW YOUR SUBSCRIPTION TODAY 


and 
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"YOU ASKED FOR IT" 
A 
SUPERIOR 
ALPINE 
BOOT 


FOOT KING® 


anc 


Goodyear Welts 
In Stock 


HERB BURGNON says get ready for the tremendous boot season coming up 


by stocking up on FOOT KING ALPINE BOOTS 


Full Grain Butternut Glove leather, SILICONE treated; deeper cushion insole, 
glove covered; soft leather lining thruout with Jumbo ribbed crepe sole. = 2208, 
widths B, D, E, only $8.80 net. Same Boot in BROWN Glove leather, + 2208-3, D 
= 2205, C, D, E, only $7.65 net 


Nationally Advertised 


width $8.80. Alpine Oxford as above, Butternut 
FOOT KING?) means BUSINESS 


Dept. 71, A. S. Kreider & Son Co., PALMYRA, PA. 


* JOB 


Branded 


2208 
Widths B D E 


79-81 


Cable Address 








One of America’s Finest Resources for 


* SAMPLES 


* CANCELLATIONS 


from outstanding makers. 


IDEAL FOR 
Cancellation Stores 
Drive Ins 


Bargain Basements 


READE STREET - 


LOTS 


Shoes - first quality : * 


NEW YORK 7, N. Y 


ALBARISHOE + Phone WOrth 2-5180 








4 of 5 Chains Report May 
Gains; Kinney Sales Up 21% 

NEW YORK—With G. R. Kinney 
Corporation as the pace-setter, four 
major retail chains reported 
their May showed increases 
over the same month of 1957. A fifth 
chain, National Shoes, registered a 
slight decline. 

Kinney’s sales rose 21.4 per cent 
to $6,214,000 for the month, giving 
the chain a 14.1 per cent increase for 
the first five months of this year as 
compared with ’57. Meanwhile, Edi- 
son Brothers Stores, Inc., showed a 
16.6 per cent increase for the month, 
and a 6.7 per cent jump for the 
five-month period. 

Edison attributed the May rise to 
“favorable weather and improved 
consumer psychology.” According to 
Irvin Edison, executive vice-presi- 
dent, sales for the last two weeks of 
the month showed the best compari- 
for any 
week period since spring 1957, ex- 
cept for the Christmas season. 

Melville Shoe Corporation’s sales 
rose 7.2 per cent for May, 0.9 per 
for the five months, and Shoe 


shoe 


sales 


son, store-for-store, two- 


cent 
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Corporation of America reported a 
1.8 per cent gain for the month, 
1.4 per cent for the five months. 
National was down 2.6 per cent for 
May, down 1.8 per cent for January- 
May. 

As a group, the chains showed a 
9.9 per cent for May, a 
1.3 per cent gain for the five months, 
in comparison with 1957. 


increase 


Brown Shoe Profits Off 17%, 
But an Improvement Is Seen 
ST. LOUIS—Despite a 17 
cent drop in Brown Shoe Company’s 
earnings for the six months ended 
April 80, in comparison with a year 
earlier, President Clark R. Gamble 
indicated the company is_ looking 
ahead with confidence. 
“Initial from 
men, now selling our fall in 
their territories, indicate a general 
optimistic attitude of retail 
merchants on the possibilities of in- 
creased in footwear,” Mr. 
Gamble said. He explained that re- 
tail inventories, depleted by spring 
business, are being built up for fall 


per 


reports our sales- 


lines 


shoe 


sales 


and winter sales. 


Earnings for the six-month period 
were $4,048,736, or $2.23 a share, as 
compared with $4,860,351, or $2.70 
in the first half of 
meanwhile, declined 


a share, fiscal 
1957. 


about 1 


Sales, 


per cent. 


Endicott Johnson Reduces 
Dividend After Sales Decline 
ENDICOTT, N. Y.—The 
nomic led 
manufacturer 


eco 
anothe: 
major to 
its quarterly dividend to stockhold- 
Endicott 
announced a cut 
in the 
the second quarter, payable July 1 
to shareholders of record June 23. 

President Frank A. Johnson 
the cut because of a 
12 the 
six months ended May 30, as com 
1957. He added 


industry whole, 


situation has 


shoe slash 


ers. Johnson Corporation 


from 50 to 40 cents 
payment for 


common. stock 


said 
Was necessary 


per cent decline in sales in 


pared with than in 
the 
men’s 


as a sales of 


dress and work = shoes, in 
Which the company specializes, have 
been particularly hard _ hit. 
Earlier, Shoe 
pany had reduced its dividend from 


60 to 


International Com- 


15 cents 





Salesmen + Suppliers 





Tanner’s Fashion Director Says: 


Industry Fails to Supply Color Women Ask 


ST. LOUIS American women 
want, need and beg for colored 
shoes, but they aren’t finding them. 
That’s the opinion of Helene 
O’Hara, fashion director of the Al- 
lied Kid Company, Boston, who 
came here recently for the premiere 
of the resort-spring-summer 1959 
collection of Allied kidskins. 

“This past spring,” she 
“saw tremendous popularity of the 
dark-grounded and bright-grounded 
print dress.”’ But what happened to 
women who went to their shoe de- 
partments and asked for green 
shoes to go with their flattering new 
prints? 

Such consumers, said Miss 
O’Hara, had to settle for the white 
pump, the black patent, the classic 
shoes they would buy each 


said, 


navy 
year anyway. 
“From multiple 


re- 


women 
never to be 


these 
sales were lost, 
vived,” the fashion director sighed. 

“At present,” said Miss O’Hara, 
“it particularly important 
that the shoe industry analyze the 
wants of Mrs. Consumer and aim 
at translating these wants into 
merchandise. Not just something 
new—but something that fits into 
her scheme of things.” 


Three Roles for Color 

Color for 1959, Miss O’Hara said, 
plays three First, it has 
clarity, whether it is Blue Patent 
or Salad Green Kid. Secondly, color 
is sharply contrasted for spring, as 
in alliances of Black Vodelle and 
Meerschaum Kid, or Black Patent 
and Cottonwood Vodelle. Third, 
color is blended in new and inter- 
esting harmonies, such as Azalea 
and Wild Orchid, or ombres and 
near contrasts. 

Blue, the leather authority 
marked, is brighter and thereby 
holds more volume potential. Navy 
Patent is a foil for any blue in 
ready-to-wear. Still Blue works up 
as a uniquely colorful neutral. 

In the red family, Comanche is 
traditional and safe. All 
happily sales worthy, Allied feels, 
including Flair Red Kid, Scarlet 


seems 


roles. 


re- 


reds are 


66 


Red Shag and Patent, and Dashing 
Red, either alone or in combination 
with white and blue. 

Beiges will take on a pink tone 
for spring ’59 fashion level. Both 
clear browns and bright browns 
will grow in importance, keeping 
pace with the beige knits and jer- 
regular repeaters 


seys which are 


in the sportswear industry. 


Greens for Pre-Easter 

In outlining the now firmly-rooted 
greens for the holiday-resort-sum- 
mer calendar, Miss O’Hara pointed 
Green and Mad Green for 
pre-Easter. Salad Green is pre- 
tested as a success for the resort, 
for post-Easter and as a companion 
to white, pink, yellow, orange and 
Gay Green and Sea Haze lining. 

For teaming with black, 
warmer grays of Pewter and Lyric 
have come into the picture. Off- 
whites and neutrals show up in 
Oriental White, to be detailed with 
blue, green or with black; in Far 
Eastern, a beige; in Rock Candy, 
a gray-white; in Bone and in Meer- 
schaum. Bright promotional pastels 
include Geranium, Peppery Pink, 
Vibrant Violet, Shy Violet, Yellow 
Tulip, Pernod (a greened pastel 
yellow), Sunny Orange, Exotic Tur- 
quoise and Azalea Pink. 

Miss O’Hara foresaw much white 
for resort and summer apparel 
and it will be “asking, begging for 
a colored or multi-colored shoe,” 
she Textiles for spring will 
feature impressionistic, hazy prints 
on every type of fabric from very 
sheer to twills and denim. 

Weightless and uncrushable fab- 
rics will get heavy play for news 
and for travel. With these fabrics, 
1959 leathers will be  sueded, 
smooth, and textured in small grain. 

Treatments, cited as significant 
for footwear of 1959, include top 
lines that are very high or very 
low. Exaggerated tongues will ride 
top lines to new heights. The 
d’Orsay is important in all heel 
heights. Pumps will plunge down 
to a shell outline, also at every heel 
height. 


to Gav 


the 


said. 


Norfleet Rand Heads 
St. Louis Trade Group 

ST LOUIS—Norfleet H. Rand, In 
ternational Shoe Company executive, 
has been elected president of the St. 
Louis Shoe Manufacturers Associa- 
tion for the coming year. 

McLeod Stephens, of Johnson, 
Stephens & Shinkle Shoe Company, 
was named first vice-president; Wal- 
ter Johnson, Brown Shoe Company, 
second vice-presi- 
dent; and Harry 
Bennigson, Ham- 
ilton Shoe Com- 
pany, treasurer. 

Lester V. To- 
ber, Tober-Saifer 
Shoe Manufac- 
turing Company, 
retiring presi- 
dent, will serve 
for the next year 
as chairman of 
the board. Other board members will 
be Robert G. Stolz, Brown Shoe Com- 
pany; Paul E. Johansen, Valley Shoe 
Corporation; A. V. Wheeler, Inter- 
national Shoe Company, and William 
H. Ward, Sport Specialty Shoe- 
makers, Inc. 

The second vice-president and the 
out-of-town member of the board, 
Mr. Ward, represent new names, 
with all others advancing from the 
previous year. 

The 1959 St. Louis Shoe Show has 
been set for April 12-15, according 
to Arthur H. Gale, executive secre- 
tary of the Manufacturers Associa- 
tion. Easter is March 29. 


NORFLEET H. RAND 


Factory Management Parley 
Set for Jan. 31-Feb. 3, 1959 

NEW YORK—A switch in the 
dates of the National Shoe Manufac- 
turers Association’s Factory Man- 
agement Conference from winter to 
May will have to wait until 1960. 
The 1959 conference will be held 
January 31 through February 3 at 
the Netherland Hilton Hotel, Cincin- 
nati, O., the NSMA announced. 

Nathan Stix, conference commit- 
tee chairman, said the hotel’s prior 
commitments prevented a May date 
For the following six 
years, however, these dates have 
been set: May 14-17, 1960; May 
13-16, 1961; May 19-22, 1962; May 
18-21, 1963; May 16-19, 1964, and 
May 15-18, 1965. 


for next year. 
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Merchandising Clinic 
Topics Set by NSMA 


NEW YORK — Delegates to the 
National Shoe Manufacturers As- 
sociation’s fifth annual Merchan- 
dising Clinic, August 7-8 at the Ho- 
tel Statler, will hear a panel dis- 
cuss “How to Sell Large Volume 
Retailers.” 

Panelists will be key executives 
from chain shoe stores, department 
store chains and mail-order chains. 
Another panel, composed of sales 
leaders of successful brand manu- 
facturers, will discuss “How to Sell 
3randed Shoes.” 

At a luncheon on the clinic’s first 
day, a Thursday, a top marketing 
director from another industry will 
talk on “What’s Wrong with the 
Shoe Business?” Later the same 
day, six divisions of shoe manufac- 
turers will each explore, “How can 
management improve in the mar- 
keting jobs to be done?” 

Friday morning will be devoted 
to discussions and demonstrations 
of how shoe manufacturers proceed 
to estimate sales opportunities, 
evaluate performances, im- 
prove instock operations and prod- 
uct planning, 
peaks, reduce selling costs and de- 
termine advertising targets. 


sales 


overcome” seasonal 


At Friday’s luncheon, a manage- 
ment authority will speak on “In- 
tegrated Marketing Management 
for Improved Sales Performances.” 
In the afternoon a general session 
will consider the findings of Thurs- 
day’s division meetings. 


Production Due This Month 
At Wellco Jamaica Subsidiary 

NEW YORK — Full production 
will begin later this month at the 
new Jamaica, British West Indies, 
plant of the Wellco Ro-Search Com- 
pany of Waynesville, N. C. 

A New York spokesman for the 
Jamaica Industrial Development 
Corporation said the plant will op- 
erate with Jamaican personne! 
trained by U.S. technicians and su- 
pervised by key personnel trained 
in North Carolina. 

The Jamaican operation is a sub- 
sidiary corporation called the 
Wellco Shoe (Jamaica) Ltd. It will 
manufacture vulcanized footwear 
for sale and distribution through- 
out the British Commonwealth. 
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Pairage with Non-Leather Uppers Rises 180% in Decade 


NEW YORK—lIn 10 years, pair- 
age of shoes with non-leather and 
part non-leather uppers has all but 
tripled. 

From 46.1 million pairs in 1947, 
the total rose to 128.3 million in 
1957. That’s a 180 per cent jump. 

These statistics, incorporated in 
a report issued by the Shoe Fabrics 
Style Committee of the Allied Shoe 
Products Show, are based on data 
from the Census of Manufacturers 
and the Commerce Department. 

In 1947, said the 
shoes represented 9.6 per cent of 
industry output. By last year they 
were accounting for 21.6 per cent. 
(Rubber casual-type 
not included in the figures.) 

Commented Abe R. Kaplan, com- 
mittee chairman and president of 
Kaplan Products and Textiles, Inc., 
New York, “We see no letup of this 
trend. Within the next five years, 
we may see almost one-third of all 
our wholly or partly with 
non-leather upper materials.” 

Reasons for the trend, as 
committee saw them: 

® Increased use of playshoe, san- 
dal and casual-type footwear—a 
large share of which 
leather and part non-leather 
pers. 

© New markets for 
upper materials. Example: use of 
nylon mesh and silk shantung in 
men’s 

® The trend to light-soft-flexible 
footwear, to which and 
other non-leather 
well suited. 

© The styling discovery that fab- 
rics, in combination with 
create eye-appealing fashions. 

© Introduction of 
and other non-leather 
through chemical research and spe- 
cial styling adaptation of footwear. 


report, such 


footwear is 


shoes 


the 


uses non- 


up- 


non-leather 


shoes. 


fabrics 


materials are 


leather, 


new fabrics 


materials 





Profit-Sharing Distribution 

AYER, MASS. Some 295 em- 
ployees of the Hartnett Tanning 
Company received checks on June 12 
representing their shares of the 
company’s profits. It was the 25th 
consecutive semi-annual distribution 
under a profit-sharing plan at Hart- 
nett, a division of the Colonial Tan- 
ning Company, Boston. 


At the Allied Products Show, 
said Mr. Kaplan, 32 shoe fabrics 
exhibitors will offer 200-odd new 
items and ideas in shoe upper ma- 
It will be held August 3-6 
New York Trade Show 


terials. 
in the 
Building. 


Women Will Like New 
Pastels. Preview Told 


BOSTON—The 
appeal to more and more women dur- 


new pastels will 
ing the spring and summer of 1959, 
according to Naomi Sloan, fashion 
and promotion director of The Ohio 
Leather Company, Girard, O. 

She showed these colors in pull- 
overs and in whole skins at a well 
attended preview here June 17. The 
youthfulness of the colors, she em 
phasized, will ideally complement the 
newer dress silhouettes. 

Miss Sloan the 
tance of bi-color and even 


stressed impor- 
tri-color 
combinations in next year’s shoes, 
both And these 


combinations, she said, can be made 


dress and casual. 


even more varied by a_ touch of 
white or bone for country wear, or 
by limited use of black for the city 

Some of the interesting combina 
tions which she mentioned included 
blue, green and yellow; red, poppy 
and pink; tangerine, poppy and yel 
low; blue, pink and periwinkle; sun 
brown, pink and bone; peppermint 
and poppy, peppermint 


and green; 


and yellow. 


United Jewish Appeal Dinner 
Honors 10 from Shoe Industry 

NEW YORK 
dustry figures who have been active 
in leadership of the United Jewish 


Ten footwear in 


Appeal were honored at a testimonial 
dinner for the industry 
ment of the UJA campaign, June 26 

They are: Morris P. Arnoff 
Sam Abrams, both of Esquire Loot 
Polish Company; Louis Fried, Na 
tional Shoes; Max L. Friedman; 
Benjamin Kellner, Kitty Kelly Shoe 
Corporation; Maurice Miller; Hei 
bert Posner, Dr. Posner Shoe Com- 
pany, Inc.; Saul Schiff, A. S. Beck; 
Benjamin D. Schwartz, Schwartz & 
Max J. Billig, 


shoe sey- 


and 


Benjamin, Inc., and 


Evy Footwear, Inc. 





Porsonnel 





fi 


HAROLD S. BRIGMAN 
To General Manager 


STANLEY BENNETT 
Elected a Director 


Promoted... 


Harold S. Brigman, from assistant 
mManayer to general manager of 
Guarantee Shoe Company, San An- 
tonio, Tex., a division of General 
Shoe Corporation. He had been as- 
sistant manager since December, 
1956. He succeeds Stewart Bron- 
augh, who has returned to Nash- 
ville, Tenn., for an executive posi- 
tion with General. 

Paul M. Goldman, to the sales de- 
partment of the Latin American 
Division of Colonial Tanning Com- 
pany, Inc., of Boston. He has been 
with the company for five years, in 
the fiduciary department and later 


as office manager. 


Elected... 

Harvey P. Hood, of Brookline, 
Mass., as a director of United Shoe 
Machinery Corporation, Boston. He 
is president of H. P. Hood & Sons, 
Inc., and a director of the Inter- 
national Paper Company, the New 
England Telephone and Telegraph 
Company and the Federal Reserve 
Bank of Boston. 

Richard E. West, to the board of 
directors of the J. F. McElwain 
Company, Nashua, N. H., a division 
of Melville Shoe Corporation. He 
was also appointed executive vice- 
president of the company. 

Stanley Bennett, to the board of 
directors at Beebe Rubber Company, 
Nashua, N. H. He is the company’s 
general sales manager. Other direc- 
tors elected: E. Colman Beebe, presi- 
dent and Charles CC. 
Beebe, vice-president; Mrs. Edna 
Mitchell, clerk and assistant trea- 
Mrs. Janet Beebe, assistant 
clerk, and G. Kenneth Eaton. 

Allen F. Owen, as a vice-presi- 


treasurer; 


surer; 


EVERETT S. PRITIKIN 


PAT WHEELLESS 
Joins Tyer Rubber 


Directs Advertising 


dent of Latex Fiber Industries, Inc., 
Beaver Falls, N. Y., manufacturer 
of latex bonded materials used as 
leather or fabric substitutes. 


Retiring... 


Walter T. Rose, former assistant 
superintendent of the stock depart- 
ment of Friedman-Shelby division, 
International Shoe Company, St. 
Louis, after 50 years with the firm, 
13 in He started as an 
elevator boy. 

Edwin H. Walkenhorst, 
and manager of the administrative 
department of Roberts, Johnson & 
Rand division of International Shoe 
Company, after 37 years’ service. 
He was named department manager 
in 1931, cashier in 1941. 

Edward M. Sinz, former women’s 
and children’s merchandise mana- 
ger for the Peters division of In- 
ternational, after more than 37 
years with the firm. Named to that 
post in 1928, he held it till 1956, 
then devoted full time to sales work. 

Ed Jelinek, a general line sales- 
man for the United Shoe Machinery 
Corporation, after 40 years with 
the company, and Fred Maas, a 
finishing expert in the sales depart- 
ment, after 33 years’ service. They 
were honored with a_ retirement 
party at United’s Milwaukee office. 


the job. 


cashier 


Appointed... 


Miss Pat Wheelless, as advertis- 
ing director for Johnson, Stephens 
and Shinkle Shoe Company, St 
Louis, in addition to her duties as 
fashion director. Former advertis- 
ing director Gene Darragh has 
been shifted to an administrative 
post in the firm’s head- 
quarters. 


general 


R. E. RODGERS 


HAL C. MORSE 
Named by Colonial 


Also at Tyer 


Everett S. Pritikin, of Chicago, 
as Illinois salesman for Tyer Rub- 
ber Company, Andover, Mass. The 
same company appointed Hal C. 
Morse as northern New England 
sales representative, covering 
Maine, New Hampshire and Ver- 
mont. 

Harry D. Cohen, as a sales repre- 
sentative for the Jamey Shoe Com- 
pany, Inc., Nashua, N. H., manu- 
facturer, and the Klev-Bro Shoe 
Manufacturing Company, Inc., Derry, 
N. H., manufacturer. 

Charles Statler, of Kansas City, 
Mo., to cover the Colorado terri- 
tory, outside of Denver, for Flor- 
sheim Shoe Company, in addition 
to his regular territory of Missouri 
and Kansas. 

Stanley Halpern, to take charge 
of sales of sponge rubber to the 
shoe industry for the American 
Biltrite Rubber Company, Chelsea, 
Mass. He continues also to handle 
sales of vinyl shoe welting. 

R. E. (Bud) Rodgers, of Dallas, 
to represent the Colonial Tanning 
He has 
manu- 


Company, Inc., of Boston. 
been associated with shoe 
facturing more than 10 years and 
also spent several years with the 
sales department of the United 
Shoe Machinery Corporation. 

Roy K. Hanson, vice-president of 
the B. D. Eisendrath Tanning Com- 
pany, Racine, Wis., as a member of 
a new operating committee at the 
tannery. Other members: Richard 
V. Ruffo, plant manager; Troels 
Jensen, sales manager, and Paul 
A. Drummer, director of raw ma- 
terial purchases. 

Michel Botau, as chief 
chemist for Ro-Search, Inc., at its 
Waynesville, N. C., headquarters. 

2. W. Howard, to cover central 
New York State for the Shoe Chem- 


rubber 
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Appointed... 


icals division of UBS Chemical Cor- 
poration, Cambridge, Mass. His 
headquarters are in Endicott, N. Y. 

Max Zanger, to cover the Brook- 
lyn and Long Island areas for the 
Schildkraut Shoe Corporation, New 
York City wholesaler. He was for- 
merly with Wearwell Shoe Com- 
pany, Inc., New York. 

George M. Barr, as general man- 
ager of Skow Moccasins, Inc., Skow- 
hegan, Me., with responsibility for 
directing all manufacturing opera- 
tions. He will coordinate the con- 
solidation and movement of exist- 
ing manufacturing facilities in 
Skowhegan and Madison into the 
recently acquired Anderson Mills 
properties in Skowhegan. 


Resigned... 


Gene Frenzel, from Berland Shoe 
Company, St. Louis, where he 
served as buyer for casuals and 
sport footwear. His future plans 
will be announced later. He has 
been active for some time in the 
local 210 Associates group. 


Two Firms Paid $39,500 
For Rights to Coon Co. Lines 


ROCHESTER, N. Y.—Two shoe 
manufacturers paid a_ total of 
$39,500 last month when they 
bought the manufacturing rights to 
four lines of women’s shoes formerly 
produced by the W. B. Coon Com- 
pany of Rochester. 

At an auction sale of all rights, 
including trademarks, lasts, dies and 
patterns, P. W. Minor & Sons Co., 
Batavia, N. Y., bid $27,500 for the 
Wilbur Coon, Arch-Fitter and Free 
Tread lines. The Irving Drew Cor- 
poration, Lancaster, O., paid $12,- 
000 for the Celebrity Grads line of 
nurses’ and professional workers’ 
shoes. 

The Coon firm had laid off its 
workers in April, saying it was un- 
able to pay its debts. Charles J. 
Briggs, who was designated by the 
county court as assignee—in charge 
of liquidating the business—sought 
unsuccessfully to dispose of the as- 
sets to interests who would resume 
production in Rochester. Operations 
there are definitely ended. 

Before the auction, the Musebeck 
Shoe Company, Oconomowoc, Wis., 
bid $25,000 for the three lines sub- 
sequently sold to Minor. 
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Tanner Resumes Production 


WILMINGTON, DEL. 
mated Leather Companies, 
nounced two weeks ago that proc- 
essing operations had been re- 
sumed after being discontinued fox 
a five-week period. J. F. Bishop, 
the president, reported “favorable 
progress in reduction of inventories 
to better conform with current sales 
requirements.” 


Amalga- 
Inc., an- 


New Air Parcel System Uses 
Stamps, Ships Door-to-Door 

LOS ANGELES—A new air ship- 
ping system with its own stamps, 
much like the Post Office’s, is offer- 
ing door-to-door delivery throughout 
the U. S. in one to three days. The 
new service, ParcelAir, is a division 
of American Shippers, 
freight forwarder. 

The system, now seeking business 
in the shoe and leather industries, 
handles packages up to 40 pounds, 
air transportation 
parcel post delivery. 
operation is the 
(5-cent, 
for 


Inc., air 


combines with 
truck or 
to the 
special stamps 
$1 denominations ) 


Key 
the 
and 


use of 
25-cent 
pre-paying 


rates. 


°e Trade Literature 


Wage Incentive Programs 
As Viewed from Experience 
The 21 contributors to this book 
are all authorities on their subjects 
who have had much practical plant 
experience in the fields they dis- 
cuss. Many of the chapters are in 
JOB EVALUATION 
INCENTIVES, edited 
Harrington, 289 pp. 
Chilton Co., $5. 


AND WAGE 
by Carl C. 
Philadelphia: 


the form of case histories giving 
the actual experience of companies 
with job evaluation and wage in- 
centive programs. 

The book is intended for 
cal plant operating men. The reade: 
parts of them, 


practi 


can select plans, or 
best suited to his own plant’s prob- 
It is understood that the 
panies plans 
will be glad to supply readers with 
additional data There 
are 105 charts and forms. 

The editor, Carl C. Harrington, 
is editor of Mill and Factory maga- 


lems. com 


whose are described 


any needed. 


zine. 
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‘“*CONTOUR FIT’’ 


. the nearest thing to the natural shape of a child’s foot! 


ORDE 
IN STOCK 


mitt 


Write Today 
for Our 
New Catalog 


Creators of 





mol 
The Shoe That Means, Business For You! 


© Because it has enthusiastic national acceptance 


© Because it also fits the shape of the foot 


A TRIAL RUN OF SIZES . 
YOU'LL BE GLAD YOU DID! 


IN BOTH REGULAR AND 
SUPPORT CONSTRUCTION 


[JULIUS meg B” INC. GF 





Now also IN STOCK 
Blue & White Saddle 
‘Nature's Own" 

F642 6Y/p-8; C642 81/-12 
B.C, BD, E.E5 


JULIUS ALTSCHUL, INC. 


“NATURE'S OWN" Straight Lost Footwear 
117 Grattan Street, Brooklyn 37, N.Y. HY 7-4500 
TESTED & PROVEN SINCE 1899 
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BOX HANDLERS 





BOXES 
full right side up 


EMPTIES 


upside down 


LONG ARM* 
occa, sa, sam 


“Trede Mort | 


on high shelves are easily 6 he 
handled with Long Arms. ts 
No climbing. No falls 
Long Arms with &andles 
24”, 36”, 48” and 60”, 
$3.50. With 72” han- 
dies, $4.50. Postpaid in 
USA. To save salesmen's 
time order one for every 12 feet of shelving. Satis- 
faction guaranteed. Specify handle length and if for 
men’s or women's boxes. Your jobber or 


CARL BEEMAN 
Heights Rd Stamford, Conn 
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Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
B A R | S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2-5180 





COMING EVENTS 
SEE PAGE 61] 








Puerto Rican Acquisition to Build International’s Lines 


ST. LOUIS—Shoe Corporation of 
America wanted to further expand 
its retail operations. And Interna- 
tional Shoe Company saw a chance 
to round out its lines with items not 
now produced. 

Such were the motives that last 
month led Shoe Corporation to dis- 
pose of a manufacturing subsidiary, 
the Caribe Shoe Company of Puerto 
Rico, and turn its more in- 
tensely than ever toward retailing. 

The buyer, International Shoe, ac- 
quired 100 per cent ownership of the 
Puerto Rican Investment Company 
and, through it, 77 per cent of the 
Caribe property. The St. Louis giant 
also bought the other 23 per cent 
interest in Caribe from J. H. Whit- 
ney & Company, New York invest- 
ment firm. 

Caribe will continue to manufac- 
ture the line of infants’, children’s 
and “little gents’”’ shoes produced 
under Shoe Corporation ownership, 
promised Henry H. Rand, Interna- 
tional’s president. (At transfer time 
the island plant was producing 3500 
pairs daily.) 

According to International, Caribe 
will operate with the same manage- 
ment as before. Louis Benitez Carle, 
vice-president, stays on as general 


eyes 





MCTSA Lists Procurement 
Plans for Boots and Shoes 


PHILADELPHIA—The Military 
Clothing and Textile Supply 
Agency announced preliminary 
plans to procure “in the near fu- 
ture” large amounts of leather and 
rubber footwear for delivery next 
year. Types, approximate quanti- 
ties and tentative delivery months 
(all in 1959) are: 

Black leather boots, 900,000 pr., 
April-September; mahogany leather 
50,000 pr., January-June; 
black service shoes, 300,000 pr., 
January - June; natural service 
100,000 pr., January-June; 
mahogany service shoes, 50,000 pr., 
January - June; mahogany dress 
shoes, 100,000 pr., April - June; 
black dress shoes, 600,000 pr., Jan- 
uary-June; rubber insulated boots, 
50,000 pr., February-July; rubber 
overshoes, 75,000 pr., February- 
July. 

Specifications and conditions will 
be announced in the invitations for 
bids, to be issued later. 


boots, 


shoes, 


manager. No change is planned, 
either, in policies or distribution. 

International explained the results 
of the transaction like this: Caribe’s 
production and distribution comple- 
ment the parent firm’s production, 
merchandising and distribution. Too, 
Caribe should benefit from the tie-in 
with International’s integrated man- 
ufacturing facilities. 

Meanwhile, in Cincinnati, Shoe 
Corporation’s president - treasurer, 
Robert W. Schiff, said his company 
was adding retail outlets monthly, 
recession or not. There are 661 now 
and sale of Caribe is expected to 
clear a footing for more. 


Hy-Test to Help Retailers 
Sell Safety Shoes to Plants 

ST. LOUIS — International Shoe 
Company’s Hy-Test Safety Shoe Di- 
vision will seek to sales of 
safety shoes by cementing closer ties 
between retailers and local industrial 
plant managers and safety directors. 

While Hy-Test’s 24 salesmen con- 
tinue serving their regular indus- 
trial accounts, they will present the 
new program to the retail trade. 
They’ll call on general line retail 
customers and acquaint them with 
the opportunities of selling safety 
shoes, assisted by specialists. 

“The need for experts is great,” 
says Norman Whitsett, divisional 
manager. “In this day of specializa- 
tion, retailers must have the assis- 
tance of a sales specialist to help 
develop their sales potential with 
local industrial accounts.” Hy-Test 
representatives can aid the retailer 
in solving foot protection problems 
facing plant executives and foremen, 
Mr. Whitsett explains. 

Hy-Test also is offering a coordi- 
nated advertising and sales promo- 
tion package to retailers. 

Heading the new program is Vince 
LoDuca of the division staff. 


boost 


Celastic Distributors Named 


CAMBRIDGE, MASS. — Wasco 
Products, Inc., here, which recently 
purchased The Celastic Corporation, 
has appointed the Stanbee Company 
of North Arlington, N. J., and the 
Convy Heel Covering Company of 
St. Louis as shoe industry distribu- 
tors for Celastic. The latter company 
makes plastic-impregnated fabrics at 
Kearny, N. J. 
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SALESMEN WANTED 


SALESMEN WANTED SALESMEN WANTED 








SALESMAN WANTED 


To Promote Authorized Dealer-Ship and 
Sell FLEET-AIR Children's Shoes in the 
States of Ohio, Indiana, and Kentucky. 
Substantial Volume established. Appli- 
cant must live in and have traveled 
territory with wide acquaintance among 
outstanding retailers of Children's Shoes. 
Apply with complete details to: 


EBY SHOE CORPORATION 


EPHRATA, PENNSYLVANIA 








SALESMAN WANTED 
EXPERIENCED—AGGRESSIVE 


Outstanding opportunity to connect with well established line of imported 
Leather—Rubber—Canvas Footwear. 
Territories: 


1. Texas—Louisiana—Oklahoma—Arkansas—New Mexico 

2. Arizona—Utah—Colorado 

3. Wisconsin—Minnesota—Dakotas 
Non-conflicting side lines permitted in territories 2 and 3. All replies treated 
in strict confidence 


Reply to Box 244, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 





EXPERIENCED MEN NEEDED TO REP 
RESENT MEN’S HOUSE carrying Line of 
$5.00 to $8.00 Retailers, High-Styled In 
Stock Immediate deliveries Furnish details 
your experience, etc Available territory: At 
kansas, Oklahoma, Texas, Kansas, Rocky Moun 
tain States Reply to Box 241, Boor anp 
SHOE RECORDER, Chestnut & 56th Streets, Phila 
delphia 39, Penna 


SHOE SALESMAN—LADIES PLAY 
SHOES, Slippers, California and Compo; Well 
acquainted Chains, Department Stores. Brooklyn 
factory. Commission, Reply to Box 235, Boot 
AND SHOE ReEcoRDER, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


EXPERIENCED SHOE SALESMAN. Es 
tablished Territory. Montana, North Dakota, 
and South Dakota. Men's and Boys’ Boots, 
Work and Dress Shoes. Liberal Commission 
and Guarantee basis. Give trade references and 
read experience. JUNG SHOE MFG. CO., 
Sheboygan, Wisconsin 


SALESMEN WANTED, WITH EXPERI 
ENCE, who can produce, by Distributor of 
In-Stock Men’s Line in $6.00 to $9.00 Retail 
ers. State background Drawing account «art 


ranged. Territory open: Virginia, Kentucky, 
Ohio, Indiana, Illinois. Reply to Bex 240, 


Boor AND SHOE ReEcoRDER, Chestnut & So6th 
Streets, Philadelphia 39, Penna 





EXPANDING SALES ORGANIZATION 
Opening for Experienced Men by Long Established Manufacturer of 
Women's and Girls’ Popular Priced Shoes. Entire Line backed by effi- 
cient In-Stock service. Submit complete resume. All replies confidential. 

Reply to Box 245, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna. 

















a SALESMEN: FOR MEN QUAL 

SD TO EARN $25,000.00 a year e have 

several yenerous territories availa Men's SIDELINE SALESMAN WTD. 

Hi-Grade Italian Shoes, In-Stock and Make-Up 

We pay top commissions. Nonconflicting Lines 

acceptable Enclose references and resume in 

first letter Perritories crailabie cag South SIDELINE SALESMEN WANTED 

and East ig emmy * ply a? : 36, Boor All Territories Open—Boys' and Girls’ 

AND SHOF RECORDER estnut & Soth Street . . 

> pas Stitchdowns. One grip—$2.10, less 5% 

Philadelphia 39, Pennz 2. . Ms 
cs : 30 days; 5% commission monthly. Good, 


Well-styled h Il on 

NATIONALLY KNOWN MANUFA( ae eltstyled shoes that sell ¢ 
TURER O J . S ° 

SE ee oo Reply to Box 247, BOOT & SHOE RECORDER 


FOOTWEAR wants salesman for established Chestnut & 56th Streets, Philadelphia 39, Pa 
territory in Michigan, Ohio, and [Indiana 
Drawing account against commissions, expenses 
and other benefits paid. Rubber or Leather ex SMART LEATHER BOWS, SHOE ORNA 
perience essential. Please give background, age MENTS and FOOT SOX. Pocket size samples 
and other information. Reply to Box 233, Boor Manufacturer o s highest commission. Reply 
AND SHOE RECORDER, Chestnut & 56th Streets, to Be 56, Be AND SHOE RECORDER, Chest 
Philadelphia 39, Penna nut & 56th reets, Philadelphia 39, Penna 




















CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 


Classified Advertising 
is payable in advance 








ORDER BLANK 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


State 


Enclosed is Check 0 
Please check if box No. is Wanted [1] Money Order 1 











July 1, 1958 








FOR SALE 








FOR SALE 
DOLLAR DAY SHOES 


5,000 Pairs of Ladies’ Summer Shoes. 
Assorted Sizes and Heel Heights. Would 
make excellent Dollar Retailers. Phone: 
New York City, BEekman 3-7290. 











LEASED SHOF 
LADIES SPECIALTY 
Children’s 


DEPARTMENT 
SHOP ’ 
Brown Franchise 
City in Southwest 
lation 40,000, with over 200,001 
r irea Doing ver $50,000) annually 
potential, good lease, Reasonable. Rea 
selling, owner has other interests. For 
Write Box 242, Boor ann SHor Rt 
Chestnut & 56th Streets, Philadel 
Penna 


Ladies nd 


son for 
details 
CORDER, 
phia 39 


LIKE NEW 
light cak, $12 
112 Fast Man 


PRIMEX X-RAY MACHINE 
” BRESSON SHOE STOR] 
‘ s Ohio 


Street, ] ville 


FAMILY SHOE STORE, doing Excellent 
it Philadelphia’s Fastest Growing 
xcellent Opportunity Reply to Box 

AND Suor Recorper, Chestnut & 
, Philadelphia 39, Penna 





SIDELINE SALESMAN WTD. 





SIDELINE SALESMAN 
KNOWN MANUFACTURER 


Juvenile Footwear Con 
( 


POR WEL! 

f Low Priced 
In-Stock service 
commission rate t © revision of sales 
territories many ished areas cpen, includ 
New York ity, vy York State New 
New England = States, Philadelphia, 

inia, Baltimore and Washington, D. ¢ 

Box & ‘ AND SHOE RECORDER, 


tl Streets, Philadelphia 39, 


SALEMAN WANTED by Shoe 

Columbu Ohio, to cover 

with ; or any 

Family Footwear, in 

id Tennis. Replies kept in 
strict ontidence BARTON SHOE COM 
PANY 45 West Capital Street, Columbus 1 

Ohne Phone Mr. Davis, CApital 1-7687 


SIDELINE 
Joble rr 





FOR SUBLEASE 





FOR SUBLEASI AIRCONDITIONED 

SHOWROOM with receptionist service de 

sirable location in’ Marbridge Building, New 
York Call Loui Rosenwasser Wisconsin 
6148 





BUSINESS OPPORTUNITY 





RELIABLE EXPERIENCED 

UC RER cuffs your Stadium and Velvetgater 
t vith Mouton and Rabbit lake care of 

pine Reply to Box 246, Boor anp SHor 
ER Chestnut & 6th Streets, Phila 
’ » Penna 


MANUFAC‘ 





LINE WANTED 





PWENTY YEARS’ EXPERIENCI 
York State and New Jersey Large 
Re to Box 243, Bor AND SHot 
Chestnut & Soth Streets, Philadelphia 
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Mother-Son Teamwork 


Até: ie Be 4: 


R. J. Potvin Shoe Company, Brockton, 
Mass., manufacturer, features a mother- 
son team. Mrs. R. J. Potvin directs the 
Child's Foot Research Department and 
her son, R. J., Jr., is plant superinten- 
dent—not to mention their husband and 
father, the head of the firm. They're 
inspecting a pair of golden Buntees 
manufactured of Gold Brogandi kid 
leather from John R. Evans & Company, 
Camden, N. J., tanners. The shoes are 
like those sent recently to Monaco's 
infant Prince Albert. 





Heydays’ Legg Addresses 
Graduates at Own School 

ST. LOUIS—An old grad who be- 
came a leading shoe executive offered 
his recipe for success to the high 
school class of ’58 at Mayfield, Ky. 
(population 8990). 

“You can reach any goal you are 
entitled to if you but do two things,’ 
advised James §S. Legg, vice-presi- 
dent of Heydays Shoes, Inc., St. 
Louis manufacturer. “One: compare 
vour life with no one but yourself. 
Then see that each year you do one 
more productive thing and one less 
non-productive thing than the year 
before . . . Two: include God in all 
you do.” 

Hevdays’ Legg, first Mayfield 
graduate ever invited back to ad 
dress a graduation, philosophized, 
“The real need in America today is 
not more knowledge but more wis- 
dom.” 

Proud Mayfield honored Mr. Legg 
with a dinner and reception. Among 
the guests: members of his family 
who still call the town home. 


Boston Spring Market Set 
BOSTON—October 5-9 has been 
chosen by the New England Shoe 
Leather Association for its 
next five-day shoe show. Known as 
the Advance Spring Shoe Market 
Week, the show is designed to meet 
the needs of southern and western 


and 





WANTED TO PURCHASE 








TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 
ALWAYS RELIABLE 


132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 








M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 














MERCHANTS' NEEDS 








Mats INT) Ydeus 


FOR YOUR 


NEWSPAPER, ADVERTISI! 


—if you advertise innewspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


e 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff 


ia 
VINCENT EDWARDS & CO. 


W orld’s largest advertising 
service organization 


342 Madison Ave. 
New York City 











wholesalers and other volume buyers. 
Only those manufacturers who re- 
quire this advance showing will par- 
ticipate and will be assigned sample 
rooms in the Hotels Statler and 
Touraine. 


Boot and Shoe Recorder 








WANTED TO PURCHASE 


WANTED TO PURCHASE 








WANTED TO PURCHASE 
CASH 


TOP PRICES 


oo SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


ire for fast a 
tion. ‘ quality men’s 


will buy your wome 
old numbers ss . en OVER 43 YEARS 


MOSINGER -COHN 


1235 Washington, St Louis 3, Mo 


“Uncle Sam” 
will soon prove 
Sputnik and Muttnik 


are old numbers 


Write or w 


nd children’s shoes. 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, N. Y. 


WO 2-5063 
formerly with S. CAMITTA & SONS 

















B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 

COMPLETE SHOE STOCKS A 
LEASES ASSUMED 

YOUR NAME PROTECTED H 


B.& R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











(iid BR'S BUYS for CASH 
BARIS 


THE NATION'S FINEST 
CANCELLATION SHOES 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7, N.Y. + Tel: WOrth 2-5180 
MVCC@WVWCVVCCWMWC CCCI. 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 








WE PAY MORE /..,,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer Pres Ivanhoe 1|-9830 

















July 1, 1958 











Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since "32 
“While in Town See Weil” 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











for 

e closeouts 

« surplus 

e discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, © BE 3-7290 
146 DUANE $T., N. ¥.C. 


- COMPLETE STORES | . 


TWANTE Ds 


Confidential negotiations by 


; rated . 
i i 
ARRONSON BROS. & BAYROFF 


122 Duane St., N.Y.C. RE 2-4170-4171 z 
eam Hee ee 





. experienced retailers 
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Geilich Displays New 
Perforated Leathers 
NEW YORK new designs 
in punched-through leathers, called 
Cambi-Clover and Cambi-Daisy, 
unveiled by the Geilich Leather 
Company at a preview showing here 
the 1959 
are being 


~Two 


were 


spring-summer line. 
leather 


for 
Both 
splits. 

A third 
Rak, 
is recommended for men’s as well as 
Copyrighted in all 
cases, the perforated designs are ap- 
plicable to both smooth and brushed 
leathers. 


used on 


design, Rik 
which was new late last season, 


perforated 


women’s shoes. 


A new women’s color shown by 
Geilich, called suttermilk and 
planned in both textured and smooth 
is expected to be volume. 

new Benedictine called 
Benedictine and Brandy. A 
the other new colors in the 
women’s line are: a new Diablo Red 
with the blue removed; Pussy Wil- 
low, a medium gray; Butterball, a 
Black Angus, a re- 
“black 
Firenze, a teak shade, and 


leathers, 
So is a 
B & B, 


few of 


chamois color; 
versed leather described as a 


black” 


three new greens. 

In men’s leathers there is a grow 
ing trend toward very fine, soft 
grains. Satin Galway pulls out al- 
smooth over the toe of the 
It is the Galway print—No. 1 
leather last fall—with a different 
finish. Coarser grains, good to com- 
bine with smooth surfaces, are Sa- 
vona and Palermo. 

There is a trend to 
with the red taken 
men’s leathers. 

Cambi-Cordo, 
kip, is designed 
shoes. 


most 
shoe. 


brown 
out, in 


real 
tones, 


aniline finished 
for men’s 


an 
dress 


Honored by School, Temple 

BOSTON Kivie Kaplan, 
and general manager of the 
Tanning Company, Inc., 
was honored here recently at the an- 
nual award breakfast of Temple 
Reyim Brotherhood. Earlier, Mr. 
Kaplan, who has taken an active in- 
terest in the human relations field 
received an honorary doctor of hu- 
letters degree from Portia 
Law School, a women’s school here. 

Mr. Kaplan has won appointment 
to the National Panel of Arbitrators, 
American Arbitration Association. 


trea- 
surer 
Colonial 


mane 





as 


ROLLER SKATES 


Retail from 


$14.95 


BOWLING SHOES 


Retail from 


$4.95 


MAJORETTE BOOT 


Retail from 


$8.95 


FOOTBALL 


Retail from 


$9.95 





ini 
syfetve- PLEASURE 


Send for catalog showing our new THRIF-TEE line— 
low price, quality ice skates 


GOTHAM SHOE MFG. Co., Inc. Binghamton, N. Y. 


Military Contract Awards 

PHILADBLPHIA—The Military 
Clothing and Textile Supply Agency 
has announced awarding of the fol- 
lowing contracts: 

QM 36-243-58-756, men’s black leath- 
er combat boots with capped toe, rub- 
ber sole and heel—John Addison Foot- 
wear, Inc., Marlboro, Mass., 20,216 pr. 
@ $6.03-6.76, $134,109.84; Sportwelt 
Shoe Company, Inc., Nashua, N. H., 
79,996 pr. @ $5.995-6.055, $482,237.38. 
Bids opened May 5. 

QM 36-243-58-805, high top, blucher 
style safety shoes with black upper, 
non-marking rubber soles and heels— 
B. B. Walker Shoe Company, Ashe- 
boro, N. C., 32,640 pr. @ $6.74-6.94, 
$223,701.60. Bids opened May 14. 

QM 36-243-58-756, Labor Surplus 
Area Set-Aside portion, men’s black 
leather combat boots with capped toe, 
rubber sole and heel— John Addison 
Footwear, Inc., Marlboro, Mass., 100,- 
212 pr. @ $5.995-6.76, $616,390.86. Bids 
opened June 3. 


Evans & Co. Names Agent 

CAMDEN, N. J.—Joseph S. Salo- 
mon & Company has been appointed 
by John R. Evans & Company to 
act as agent for Evans Uniform 
Quality handbag and _ accessory 
leathers. Salomon has headquarters 
at 10 Spruce St., New York. 








ICE SKATES 


Retail from 


$4.95 


KO) AM I RE ADS 


' Welle’. exclusive 
jeweled tole | ee 








WELLCO SHOE CORP., WAYNESVILLE, N. C. 





MIDGIES 


Retail from 


$4.95 When 








IMPORTANT NOTICE TO SUBSCRIBERS 


Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


ordering change, 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 


please INCLUDE IM- 
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INDEX TO ADVERTISERS 


This Advertisers’ Index is published as a convenience and not as part of the advertising 


contract. Every care will be taken to index 


correctly. No allowance will be made for 


errors or failure to insert. 


A 
Acme Boot Company .....5, 
Altschul, Julius, Co. 
Armour Leather Company .... 


Arronson Bros. & Bayroff ... 


B 
B. & R. Shoe Company 


Baris Shoe Company, Inc. 


Barrett & Company 

Boot and Shoe Recorder. .64, 74, 75 
Broitman-Gaffin Shoes, Inc. .. 
Brooks, Wm., Shoe Company 


Brown Company 


C 
Camitta, Louis, & Sons 
Camitta Shoe Company 
Colonial Tanning Company 
3rd Cover 
D 


du Pont, E. I., de Nemours & 
Co., Inc., Neoprene ...2nd Cover 


Eby Shoe Corp. 
Eddy Shoe Company ........ 
Edwards, Vincent 


Endicott Johnson Corp. 


G 
Gardiner Shoe Company 
Geilich Tanning Co. 


Gerberich-Payne Shoe Co. 
Back Cover 


Goodyear Tire & Rubber Co. 7 


Gotham Shoe Company 74 


H 
Hempstead Shoe Company ... 


Hubschman, E., Son Company 


J 
Julian & Kokenge, Inc. ...... 








K 
Kreider, A. S., & Son Co. 


L 
Lawrence, A. C., Leather Co. 
Levor,G... & Cos. IMG. osc cis 
Long Arm 
Lucky Sales Co. 


M 
Miller Shoe Company 
Mosinger-Cohn Shoe Co. ...7 


Mrs. Day’s Ideal Baby Shoe 
Company 


Potvin, R. J., Shoe Co. 
Front Cover 
R 


Ripple Sole Corp. 


Sabin, B. 
Scott Foot Appliance Co. .... 
So Lo Marx Rubber Company 


Stoff, M. 


Talon, Inc. 

Tan-Art Co., 
Taylor, E. E., Corp. 
Topp Shoe Store 
Totes, Inc. 


United Shoe Machinery Corp. 
Service Parts 2 


Vaisey Bristol Shoe Co., 
W 

Weil, M. K., Shoe Co. 

Wellco Shoe Corp. 


Yy 


Yankee Shoemakers 





The Label with 
a Pedigree 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label .. . 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 











WHO MAKES IT? 
WHAT BRANDS? 
WHO SELLS IT? 


WHERE TO BUY? 


SEE PAGE 64 
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United’s new Model A cutting ma- 
chine combines for the first time the 
speed of electronic control with the 


tremendous power of hydraulics. 


rs] 
34 
Gf 


Here is a new concept of smooth, quiet 


we 
power that easily slips through a single 
ply of leather or through 48 ply of 
lining or fabric upper material. 


It is safer, lighter, smaller and readily 


THE NEWEST adjusts to die heights from %»” to 
2” 

ADVANCE IN ; 
Less fatigue through quiet operation 

DIE CUTTING and absence of shock has stimulated 


operator enthusiasm and has resulted 


in reports of increased production. 


You save on maintenance, die, and 
shipping costs. Ask your United repre- 
sentative for details on this remark- 


able new machine. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASS. 
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‘ By The Gilbert Shoe Co. 


insure their 


©. quality 
| reputation 











The Boys’ Shoe Business Is Looking Up 
and Dealers Are Set! 


a big population bulge is in the 5 to 17 year age 
group. Indications are that it will remain there for 
many years to come. That is why the boys’ shoe 
business continues to be so good. Gerberich dealers 
sell a strong 3 Brand Style Program, embracing 
every wanted type and style. They sell the broadest 
size range in the shoe business. This combination and 
famous Gerberich Quality provide the reasons why 
our dealers are enjoying such excellent business. 


...In Stock To Gerberich Dealers 


GERBERICH-PAYNE SHOE COMPANY | 
MOUNT JOY PENNSYLVANIA 


New York, Marbridge Bldg., Room 417 , Los Angeles, Alexandria Hotel, Room 805 
Philadelphia, 12 S. 12th St., Room 914 * In Canada, J. Leckie & Co., Ltd. L. H. Packard and Canada West 








